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How to Build Furniture Displays 
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A complete ready reference library at the disposal of any display man or card writer makes his 
work easier, and provides a source of ideas and suggestions that will develop great improvement ard 


originality. The following books are offered as 


the best works on their subject to be obtained any- 


where and are worthy of your consideration. 


THE ART OF DRAPING 
By Jerome A. Koerber 
A complete system and text-book on draping in all its branches 
for show window and commercial use in three parts covering every 
essential of the art, featuring the choice drapes of the masters in 
the art; 112 pages, fully illustrated throughout, size 734x10%, 
substantial cloth binding. Price $3.00, postpaid. 


TAYLOR COLOR CHART 

The Taylor System of Color Harmony is a visible method of 
combining color harmonies easily, quickly and correctly. The 
only means available today by which infallible color combinations 
of two to seven pure, different colors can be selected with instant 
result, producing 20,000 fresh, distinctive color harmonies. Con- 
sists of accurately lithographed color chart showing ninety-six 
colors, with color masks and instructions. Price $15.00, postpaid. 


LETTERING FOR COMMERCIAL PURPOSES 
By W. H. Gordon 
Now in its fourth edition.. The most modern treatise on letter- 
ing, the work of an authority on lettering and show card writing. 
Complete text and reference book. 176 pages, fully illustrated, size 
9x12, cloth binding. Price $3.50, postpaid. 


COLORED ORNAMENT 
By Speltz 
An English text giving sixty plates on the antiquities—Egyp- 
tian, Pompeiian, etc. All are beautifully colored. his work is 
used by a large number of display men. Price $10.00, postpaid. 











ART OF SIGN PAINTING 
By Atkinson 


An excellent treatise on sign painting that is thorough and 
complete. Thousands of this book have been sold. It contains 
378 pages, is fully illustrated, size 10x12 inches, cloth bound. Price 
$4.00, postpaid. ° 


A SHOW AT SHO’ CARDS 
By Atkinson & Atkinson 


A practical handling of the subject of show card writing by 
men who knew their subject. 300 pages, fully illustrated, size 
10x12 inches, cloth bound. Price $4.00, postpaid. 


STRONG’S BOOK OF DESIGNS 
By Strong 


An exclusive design and alphabet compilation, including orna- 
mental initials, scrolls and borders, some of them in colors. Three 
ere designs, size 8%4x10% inches, cloth bound. Price $4.00, 
postpaid, 


SCENE PAINTING & BULLETIN ART 


By Atkinson 


A book of 300 pages, covering the subject of scene painting in 
detail. The only book of its kind and one that seeeil be owned 
by anyone attempting to do this kind of work. Size 10x12 inches, 
cloth bound. Price $4.00, postpaid. 














FORMES et COULEURS 


By Thomas 
A unique portfolio of twenty colored plates in the latest up-to- 
date colors—a revelation in display ideas and colorings. rice 


$24.00, postpaid. 





OR et COULEURS 
By D’Arcy 
An especially valuable portfolio of twenty color plates that is 
popular with display men. Another portfolio full of ideas and sug- 
gestions for the display profession. Price $18.00, postpaid. 


100 LOOSE LEAF LESSONS IN LETTERING 
By W. H. Gordon 


A loose leaf system of 100 lessons in modern brush and pen 
lettering by the new Gordon system of instruction of comparative 
and classified method, in which the familiar music staff of five 
lines and four spaces is used as a guide in alignment. For brush 
and pen. Printed on cardboard, sizt 7x11, bound in strong blue 
container. Price $2.00, postpaid. 


THE BOOK OF ALPHABETS AND LAYOUTS 
By AI Imelli 


Containing the entire range of sign alphabets as used today, 
each accompanied with modern layout and designs. The most 
practical book for the sign man and designer. 109 alphabets, 100 
attractive layouts. Also a section devoted to the Art of Metal 
Etching for Sign Purposes. 176 pages, fully illustrated, size 74x 
10%. Price $4.00, postpaid. 


BASIC LETTERING 
By W. A. Heberling 


A complete text-book on commercial sign work. The book con- 
tains 110 pages of text and hundreds of alphabets and illustrative 
plates. Covers everything the sign man wants to know. 272 pages, 
fully illustrated, size 9x12. Price $4.00, postpaid. 











DAILY’S SHOW CARD WRITER 
Up-to-date information and ideas for the window trimmer and 
show card writer. 100 pages, fully illustrated, size 934x12%4 inches, 
paper bound. Price $2.00, postpaid. 


THE ART OF SHOW CARD WRITING 
By Strong 


A fine text-book on show card writing, containing practical and 
complete text, alphabets and show card illustrations. 240 pages, 
size 8xl1l, cloth bound. Price $4.00, postpaid. 


ART MONOGRAMS & LETTERING 
By J. M. Bergling 


_. The most successful book of its kind. Profusion of monogram 
ideas, designed to conform with the taste and requirements of the 
times. 60 plates, size 8x11, cloth bound. Price $2.75, postpaid. 


ART ALPHABETS AND. LETTERING 
By J. M. Bergling 


Great variation of styles and forms of lettering required in the 
many different branches of letter making. Contains a large col- 
lection of practical and up-to-date designs and engravings. The 
many artistic lettering studies should prove an authoritative guide 
and inspiration. 96 pages, size 8x11, cloth bound. Price $2.75, 
postpaid. 














SHOW CARD WRITING 
By Blair 
The whole story of modern show card writing in one book. 
Abundant specimens of good show cards for suggestions. A book 
for the beginner and experienced show card man. Every chapter 
full of valuable information and ideas. 236 pages, cloth bound. 
Price $2.50, postpaid. 








Any of the above books may be purchased together 
with a year’s subscription to The DISPLAY WORLD. 
regular price $2.00, by adding only $1.00 to the list price 
of the book, which means a cash saving of $1.00. If you 
are already a subscriber, your subscription will be ex- 
tended. 

SPECIAL DISCOUNT—On orders for three or more 
books shipped to the same address, we allow a special 
dicount of 10 per cent. 

Send your order today to 
Book Department 
THE DISPLAY PUBLISHING COMPANY 


Cincinnati, Ohio 
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| Frankel Display Fixture Co., New York 


We can now secure imported mineral wax and 
are again specializing on the highest grade 


Wea-™ Figures 


Which we know will withstand all climatic conditions. 

The faces are most attractive and beautiful. They have 

full wax busts and arms, natural curly hair, humanly ex- 

pressive eyes. 

They are self-standing, have shapely carved wood legs on 

which shoes and stockings fit perfectly. 

The entire figure, face, arms, body and legs are a work 

of art. 

To completely display this season’s newest styles from head 

to foot, modeled in Ladies’, Misses’, Girls’ and Boys’ sizes. 
WE INVITE YOUR INSPECTION 
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Schack’s New 


Xmas Flower Book 


NEW DESIGNS — NEW IDEAS 
NEW LOW PRICES 


Our New Christmas Catalog 
Yours for the Asking 


This book shows a complete line of decoratives, 
entirely new, designed to provide displaymen and 
merchants with practical artistic sales attracting 
Holiday windows and interiors at prices any store 
can afford. 


FOR BOOK 
C-1 


Send for Your Copy Right Now 


SCHACK 


ARTIFICIAL FLOWER CO. 


FACTORY SALESROOM 
1739-45 Milwaukee Avenue CHICAGO 63 E. Adams Street 
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—— On the Light 


dustry concerning the propaganda emanating 
from Chicago, and in which The DISPLAY 
WORLD is the subject as well as object in a somewhat 
ill-timed and exceedingly ill-advised campaign. More 
than ordinary vision is unnecessary to sight the source, 
and but a semblance of intellect required to appraise 
the pitiable ignorance that has characterized each at- 
tempt to discredit the one publication in the field of 
mercantile display that has taken up the too-long neg- 
lected cause of one of the most exalted professions in 
the great world of business. 





With the first announcement of the plan to launch 
a new publication in the interest of mercantile display 
art came the first of a regular series of specially pre- 
pared and thoroughly “doctored” reports, designed to 
prejudice that element of the display profession serving 
it as manufacturers. Most assuredly, our weak breth- 
ren must have argued, this impudent upstart who dares 
venture into our field, must be promptly cast aside— 
even though there is room and dire need for the influ- 
ence of something better than it is getting, and which 
almost any one was prompt to admit would not be 
difficult to procure. They presumed, most intelligently, 
that a successful business paper must have advertising 
support, ’ 

Thus, a campaign designed to prejudice the manu- 
facturers of the display field against the new publica- 
tion was inaugurated. Then The DISPLAY WORLD, 
the first edition, made its appearance. It gave ample 
evidence of being a real publication, and, best of all, it 
was independent, and said so. The prophesies that it 
would sign up a few fat advertising contracts and then 
quietly fade out of existence were blown to the winds 
when the fifteenth of each month brought forth a DIS- 
PLAY WORLD bigger and better than the preceding 


one. Advertisers were taking not:ce, and by this time 
hundreds of displaymen had written most enthusiasti- 
cally of the superior merits of this publication. And, 
lo and behold, in a few months it had a paid circulation 
in excess of any medium distributed in the display field. 
This was a heartbreaker for our little brothers in the 
Windy City, and the efficiency experts of the prevari- 
cation division were hurriedly assembled, with the re- 
sult that more propaganda was sent forth. 


Just about this time one of the gentlemen who has 
reason to be disturbed through DISPLAY WORLD 
success, visited St. Louis, and in a talk, characterized 
by and distinctive for the lack of judgment exercised 
in his appraisal of the intellect of his listeners, and his 
none-too-sober words, emptied another broadside at 
The DISPLAY WORLD. This denunciation, aided 
and abetted, perhaps, by an influence characteristic of 
the pre-Volstead era, had little effect on the now sub- 
stantial battle-front of The DISPLAY WORLD. Nor 
did it bring any added laurels to the rather bewildered 
or befuddled orator, since St. Louis subscriptions ev:- 
denced a decided increase in the circulation department 
of The DISPLAY WORLD. 

Varied and equally ingenious bits of propaganda 
of this equally low-brow type have punctuated the 
campaign to stem the progress of The DISPLAY 
WORLD. But let us pass them over, and consider 
the current endeavor to prejudice intellects which, 
through the very use of such methods, our opponents 
appraise as of the very limited type—if they are accred- 
ited with even this classification—and surely an intel- 
lectual business man cannot be reached through an 
appeal to his ignorance. It is now generally reported 
in the manufacturing division of Chicago’s display in- 
dustry that the publishers of The DISPLAY WORLD 


(Contnued on page 29) 
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Attractive Neckwear and Accessory 
Display 
Courtesy JOE CLARK, 


J. W. KNAPP CO., 
Lansing, Mich, 


Using Colontal Period Design 


Attraétive Window Displays 
never fail to produce sub- 
Stantial sale results 


Period design in wood display fixtures 
assist in arrangement of merchandise by 
making exceptional display units possible. 


Hugh Lyons & Go. 


Lansing, Michigan 


SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 
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Meeting Merchandising Demands 


Service to the buying public the keynote of successful merchandising 
—How one merchant developed patronage through increased window 
space and employment of appropriate display equipment 


aL y OME merchants are not easily sold on the value 

re of service and would not consider an expendi- 
871 ture for alterations that in themselves promised 
no financial returns. They seem to hold to that old- 
fashioned theory that the public is looking for values 
and doesn’t care a hang whether those values are pre- 
sented tastily or midst a conglomeration of nondescript 
merchandise. This article is not 
concerned with that class of mer- 
chants, believing that the com- 
petitors’ progress will eventually 
do what educational media and 
business judgment has failed to 
accomplish.. We are concerned, 
though with that division of mer- 
chants constantly looking for 
ways and means by which their 
service facilities may be broad- 
ened or made more efficient. We 
are confident that examples of 
this progressive merchant spirit 
will do much in the campaign to 
put retail merchandising on a higher level and in so 
doing provide better means of service in the interest of 
the shopping public. Too many merchants feel that 
his years of business experience in a certain community 
is assurance for continued success, and in thus apprais- 
ing the public attitude the merchant is making a serious 
mistake. 

The public generally, and that part of it known as 
the shopping element, particularly, is decidedly pro- 
gressive. It is the element that demands change, things 
that are different, and above all, service that makes 
buying easier and more reliable. These tendencies 
which have assumed the character of public insistence 
are appreciated by the modern, progressive merchant 
and he is ever ready to accept any suggestion that will 
assist him in meeting the demands of this discerning 
number upon which he is dependent for business, 
and which will assist the standard of service. 
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Merchants are rapidly coming to 
the realization that quality mer- 
chandise plus past prestige no lon- 
ger form a combination, that, in it- 
self, is sufficient to keep the cash 
register ringing with ever increas- 
ing frequency. They are beginning 
to learn that the shopping public is 
no longer satisfied with merchandis- 
ing methods of a quarter of a cen- 
tury ago. And these demands of 
the public have sponsored every in- 
troduction in the interest of service. 


An excellent example of merchant progressiveness 
in the desire to meet the demands of its community and, 
if possible, go a step further in inaugurating features 
not insisted upon, but in the general interest of 
the shopping public, is evidenced in the growth of 
Lewis Bros., Inc., a men’s clothing business located in 
Lansing, Michigan. This organization, from its estab- 
lishment several years ago, evi- 
denced progressive tendencies 
and through the practice of up- 
to-the-minute principles, support- 
ed by quality merchandise, was 
successful from the start. Sales 
have steadily increased at this 
store and, many changes have 
been necessitated to meet the 
growing demands of the busi- 
ness, but the greatest improve- 
ment in its service facilities was 
recently accomplished through 
the remodeling of its store front. 
This improvement in store ser- 
vice was not easily accomplished, .as it entailed consid- 
erable alteration throughout the store interior. More 
window space was the immediate reason for the alter- 
ation that at first seemed destined to decrease the de- 
partment facilities on the main floor. Considerable 
study of the possibilities, however, resulted in a plan 
whereby the space originally designed to be taken from 
the first floor to provide additional display facilities 
was provided through the re-locating of the stairway 
entrance to the second floor. The original frontage 
was but thirty feet, with comparatively shallé6w depth 
in windows, but the moving of the stairway enabled 
the owners to make each show window longer and 
deeper, and further provided space for the construction 
of a spacious center display case. These changes have 
greatly increased the Lewis facilities for service and 


the advantages obtained are being excellently put to 


work in this progressive store. 








New interior equipment, including cabinets, show- 
cases, racks and tables, have been installed here, and, 
most naturally to be expected of a progressive organi- 
zation, fixtures of latest design and best quality are 
playing an important role in making Lewis window 
displays of real compelling influence. Manly Curtis is 
in charge of displays, and his skill is constantly and 
eloquently present in all window showings.  Inci- 
dentally, Earl Lewis, manager of the store, is author of 
the statement that “not only is Mr. Curtis and his 
ability appreciated by the Lewis Bros. officials, but also 
is the general public manifesting its appreciation of our 
display manager and his ability.” 


Display Value Not of Great Importance 


A prominent member of the Lewis Bros. organiza- 
tion, expressing his appreciation of display value as 
manifested as a result of the most recent addition of 
display facilities at his store, said: 

“For several years Earl Lewis, manager of this 
store, was a member of the advertising club of Lans‘ng, 
and during that time he had the privilege and pleasure 
of listening to a great many merchandising and adver- 
tising spellbinders of local and national fame. Invari- 
ably, at some point-of their addresses, these men would 
refer to the power of the newspaper, direct by mail 
advertising, billboard publicity and street car advertis- 
ing, but in all these years Mr. Lewis failed to hear at 
these meetings any reference to what Mr. Lewis him- 
self has termed the greatest selling agency of the retail 
store—the effective window display. The show win- 
dow, it seems, was considered during those years and 
by the various speakers as an ‘also ran’ or something 
equally distant from the real thing. 

“That was some years ago, to be sure, but not so 
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many when we consider that only quite recently has 
there been any general acceptance by advertising men 
of the real power of window display. To-day, these 
same men who a few years ago passed the window by 
without accrediting any appreciable value to it as a 
sales medium—to-day they are forced to admit its 
prominence as a stimulator of sales and a reflector, as 
it were, of store service and prestige. They now admit 
that the appropriately decorated store window pos- 
sesses advantages not to be found in any other adver- 
tising medium. It is the only vehicle of advertising 
and publicity offering the dual opportunity of reading 
about and actually visualizing the merchandise. 
“Tllustration beats explanation’ is the contention 
of the commercial artist in promoting the use of pic- 
tures in advertising,” says the Lewis Bros. executive, 
and continues, “by the same token, the actual merchan- 
dise, rather than an illustration of it, is all the more 
convincing from an advertising point of view, and the 
show window stands alone in this presentation.” 


Show Cards Vital Part of Display 


Referring to the “selling talk” that should, most 
naturally, form a prominent part of every window dis- 
play, our correspondent opines that, unfortunately, too 


many advertising men are prone to regard the show 


window and its display contents as being sufficient unto 
themselves, and rarely trouble themselves about reach- 
ing the customer through appropriately selected and 
presented sales phrases on the show cards and price 
tickets. Too often do they feel satisfied with cards 
carrying such content as “Reduced to $29.75,” or “Fall 
Styles,” or some other equally brief and weak expres- 
sions. “It is not until the other fellow has put across 
his message and gone over the top from a sales stand- 





Interior View of the Lewis Store. Note the Excellent Selection and Practical Features of Equipment 
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point, that these men realize there are possibilities for 
real, punchy, compelling sales talk in conjunction with 
merchandise displays.” 

Bending every effort to give to his organization 
displays that are unusual and profit-producing, Mr. 
Curtis, the display manager, is fortunate in having the 
support of such an executive force as the officials of 
Lewis Bros. With a thorough understanding of store 
policies, community tastes, supported by the active co- 
operation of store executives who are 100 percent sold 
on display importance, Mr. Curtis is most fortunately 
cast. In his position he takes considerable pride and 
leaves nothing undone to obtain the greatest possible 
results from the facilities that are his. 

“The merchant’s pride to-day is the well dressed 
show window,” says Mr. Curtis, “and in order to have 
the window gratify this merchant pride authority 
should be placed in the display manager’s department. 
Not all merchants have adopted this policy, and it is not 
always the fault of the displayman on the job, but I 
do not hesitate to say that greatest display achieve- 
ments (to use the assertion in a recent Display World 
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Display Example by Manly Curtis, Display Manager. Lewis Bros., Inc., Lansing, Mich. 


editorial) are those attained in stores. where progress- 
ive policies have vested full display power in the hands 
of the display manager. 

“In this store we favor the unit idea in display, and 
by this I mean that unit groupings are the policy in dis- 
playing merchandise in show cases, on ledges or else- 
where, just as they are favored in the window. We 
find this method the best, and through frequent display 
changes are able to present a great quantity and variety 
of lines, colors and patterns in a comparatively brief 
span of time.” 

Speaking of decorative items for display purposes, 
Mr. Curtis insists upon their importance and rarely, if 
ever, fails to include a selection of high quality flowers 
or other appropriate adornment, such as lamps, carved 
furniture, rugs and drapes. He urges merchant con- 
sideration of quality display fixtures, since, he says, 
“equipment is 50 percent of the display and no better 
investment can be made in the interest of efficient win- 
dows than the occasional appropriation that obtains for 
the display department up-to-date, quality display fix- 
tures, accessories and decorative embellishments.” 
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Chicago’s State Street Property Valuations 


Property on world’s busiest corner, the site of Mandel Bros. store 
valued at $15,000 a front foot—Marshall Field biggest tax payer 


| citi made public recently by Thomas Quinn Bees- 
ley, taxation expert, Chicago, show that the northeast 
corner at State and Madison Streets, the site occupied by 
Mandel Bros. store is worth $15,000 a front foot, with the 
remainder, of this corner valued at $14,500 per foot. This 
property forms what has been conceded the busiest corners 
in the world. 
The report shows that Marshall Field & Co., occupy 
the largest amount of real estate in Chicago’s loop and 





will be the largest single tax payer this year. Their as- 
sessment is $15,926,500, divided as follows: Retail store, 
$11,749,861; wholesale, $2,304,000; annex, $1,872,189. 

The average increase in®value for State Street as a 
whole, is $1,000 a foot higher for 1923 than it was four 
years ago. From Monroe to Washington Streets property 
in State Street is now worth $14,000 a foot, according to 
the latest assessors’ valuations. Michigan Avenue values 
have remained almost stationary since 1919, 
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Display Windows as Profit Builders 


Show windows, because of unsurpassed properties, form the store's 
most effective selling agency providing they are efficiently illuminated 


By ROY A. PALMER 
Lighting Efficiency Engineer, National Lamp Works of the General Elec. Co. 


“JHE display window is the greatest of silent 
salesmen. The advertising value, if estimated 
| in terms of money, would run into enormous 
figures, because display windows possess certain prop- 
erties which are not possessed by other forms of ad- 
vertising. ; 

In the first place, a window permits the goods to be 
displayed directly at the place where they are sold; an 
~observer, having viewed certain goods in a display 
window, immediately thinks of that store as a place 
where the goods may be procured even though consid- 
erable time has elapsed since the display was seen. The 
show window allows the goods to be examined, and 
this feature results in creating a desire—one of the 
prime purposes of the show window. Another feature 
in which the display window differs from other forms 
of advertising is that it has an appeal to people of all 
tongues. Regardless of the language limitations of the 
observers, the window will effectively carry its message 
to them. 

Realizing, then, that the window has a direct bear- 
ing upon the sales of the store by virtue of its advertis- 
ing properties, it should be the merchant’s desire to 
attract the greatest number of passers-by to the win- 
dow—in other words, increase its circulation. There 
are, perhaps, various ways in which this may be done, 
but by far the most effective and reliable is by better 
illumination in the window. _ 

It has long been realized that an abundance of light 




























is a Well-Lighted Front. Note the Clearness With Which Displayed Articles Stand Out 


adds greatly to the attractive powers of show windows, 
but up to a year ago there was nothing in the way of 
concrete facts and figures to show how much this 
power of attraction depends upon illumination. How- 
ever, figures are now available as a result of several 
tests which have been made in various cities. These 
tests were quite extensive and were so consistent in 
results that they are representative of conditions to be 
found in almost any locality. They indicate that when 
the level of illumination is raised from 15 foot-candles 
to 40 foot-candles, 33 percent more people are attracted 
to the window. At 100 foot-candles the attractive 
power is increased 73 percent. 

The character of the store and its location will de- 
termine largely the amount of light required. A win- 
dow located on a brightly lighted thoroughfare where 
buildings and windows are well illuminated will ob- 
viously require a high level of illumination to make the 
window stand out in a distinctive manner. Stores 
which deal in specialties or goods other than necessities 
require more light than such stores as bakeries, gro- 
ceries and the like. 

Character of the display will also determine the 
amount of light needed. Dark backgrounds and dis- 
play materials of dark color absorb considerable light 
and more illumination will consequently be required to 
compensate for that which is lost in this manner. A 
light-colored window display in a small town might be 
well lighted at a level of 10 or 15 foot-candles, while 
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det Another Example of Effective Lighting Facilities in the Show Window 

te a similar display on a prominent street in a city may 

Pe profitably use 25 foot-candles. A dark display under 

* the latter conditions would perhaps require 50 to 100 

foot-candles. 
= An interesting window lighting system has recently 
been installed in the w:ndows of a big Cleveland store. lamps. 

rT On account of the peculiar location these windows were 

ial subject to very troublesome reflections which seriously 

dis- hampered the visibility of the displays. After consid- 

ght erable experimenting a lighting system was installed 

ca which gave a level of about 2,000 foot-candles. It was 
A found that with this level of illumination the difference 

‘tie between the brightness of objects outside the window 

hile and those within the window was reduced and the re- 


flections greatly eliminated. This system is, of course, 
employed throughout the day. 

Another instance of appreciation of the value of 
illumination is the Washington Shirt Company store 
in Chicago. Whether the day is bright and sunny or 
dark and gloomy, their windows are lighted to a high 
level of illumination. They are fully convinced that 
light is a business-getter for them during the day as 
well as at night. 

It may be inferred from the foregoing that modern 
window lighting is a sales feature only for large stores 
in the big cities and involves too complicated equipment 
to produce results. Let it be known, however, that the 
results of good lighting will be evident to every class 
and size of store, regardless of location. 

This simple recipe will, in general, guarantee good 
lighting for your windows Use 150-watt clear Mazda 


<> 4000000 


John Webber, display m for Mabley & Carew 
Co., Cincinnati, has selected D. BY Meizer as first assistant 
of his display staff following the* recent resignation of 
Howard M. Gillespie. 
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lamps in standard mirrored or prismatic glass show 
window reflectors, spaced twelve inches apart, in a row 
directly back of the glass. For windows with extra 
high ceilings use the next larger size lamps, and if the 
window is more than ten feet deep use two rows of 
If Mazda daylight lamps are used, the next 























larger size should be employed. 

It is very desirable to have the lighting circuits so 
wired that the lighting effects can be varied at will. 
Var‘ation is a fundamental principle of successful win- 
dow displays, and in no other way can this be as effec- 
tively accomplished as by light. A display which might 
be considered very ordinary can be made a real sales 
builder by the use of a few lighting effects. 

The use of spotlights will serve to bring attention 
to that part of a display which is desired to be featured. 
Flooding the windows with colored light, with the clear 
light from the spotlight focused upon the main object 
in the display, will attract people within several blocks 
to the window. Tests have shown that the attractive 
power of a window using colored light increased 44 
percent over that of a window using clear light. Color 
screens or color globes, used in conjunction with stand- 
ard show window reflectors, give very satisfactory re- 
sults. The possibilities for the use of colored light are 
practically unlimited. With the modern equipment 
which is now available, opportunities are open to the 
merchant to make his window the greatest asset in his 
store, and, with an abundance of light at his command 
to direct and control as he sees fit, he may readily com- 
pel that attention which precedes the desire to buy. 


J. H. Everetts, formerly with Rorabaugh’s, Oklahoma 
City, Okla., and C. S. Cullen Co., Ottumwa, Ia., has been 
selected to direct the display department of Nugent’s Dry 
Goods Co., St. Louis. Mr. Everetts reported September Ist. 
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Where!Shopping Is a Real Pleasure 


Public quick to appreciate manifestations in its interest, and most 
naturally, when shopping, invariably seek out store with best shopping 
facilities—A diagram of Jordan Marsh’s department arrangement 


4a) HE public of Boston and visitors to the hub 
of the effete and cultured East are loud in 
their praises of the efficiency everywhere in 
evidence in the store of Jordan-Marsh & Co., leading 
department store, and much of this efficiency and shop- 
ping convenience is to be attributed to the diligent and 
skillful judgment that arranged and selected the vari- 
ous departments of this great retail institution. 

With the thought of assisting other stores in a more 





M— Main Building. 





































































































MS—Men’s Store. B— Basement. 
Adjustment Offices ------___- Location | Department Location 
POE INE rrteptieesnerimencicnmenall M-5 CARTIER: -chccuiciscccpcnaeenaen A-4 
— | a M-1 Canes idee M-1, MS-1 
EE eT A-6 Carpets A-5 
eee A-3 Carpet Sweepers A-3 
EEE | A-4 Cedar Chests — A-6 
Advertising Office _--_-_---_-_-___ M-6 Charge Office M-5 
Alteration Rooms ___-- lee ee M-6 Checking Rooms M-4, A-7 
Antiques—Foreign and Domestic_A-4 Children’s Hairdressing ~------_-- M-3 
CS M-4 China A-4 
Art Embroideries ~......_...____- M-4 Clocks A-1 
Artiste TEeRare ncn ncn A-4 Coats 
Auditing (Office. .......22-- M-6 Men’s -- MS-3 
Automobile Clothing ~---_--___- MS-lf Women’s - nigeicne 
Automobile Robes ---_----_____ MS-lf tee M-3 
Automobile Tires --.-____ -A-1, MS-lf Co M-3 
RIES « sidkindininninsinnncwncauueta A-6 Corsets 
Women’s M-4 
Baby CORURGOE qn nicnennteale A-2 Misses’ and Children’s_--__...__ M-3 
Bags ----------------------------- A-1 | Cotton Cloth M-1, M-4 
Baskets --- A-3 | Couch Covers A-6 
Bathing Suits Curtains __. i 
Men’s -~-~---------------- M-1,MS-lf Custom Clothing 
Women’s ~-------------- M-2 Men’s MS-3 
Boys’ aoa --nnnn----------------- M-3 Women’s MS-6 
Girls’ ~-_------------------------ M-3 Cutlery — A-1 
Bathrobes 
Men's --.---------------.------ MS-3 Desk Fittings mare 7 | 
Women’s ---------------------M-4 Dog Supplies A-2 
Bathroom Fittings -----------_--_ A-3 ope peer A-2 
Bedding Draperies A-6 
Blankets, Puffs, Sheets, etc.-_- M-4 Dresses 
Mattresses and Pillows --------- A-7 Women’s Gowns and Costumes_M-2 
Beds ~---------------- A-7 Women’s Inexpensive ~--------- M-4 
Belts Misses’ and Children’s-_------_._M-3 
Men’s ~-------------------- M-1, MS-1 Dress Forms M-1 
Women’s ---------------------- M-1 Dress Goods ----M-1 
DOES ..«nainiinteinnhainaentdesiatoe A-1 
Boys’ Clothing and Furnishings_._.M-3 Educational Department -__-_-___ A-7 
ORES 5 <eainthttitiilickiaeinncnieipmmall M-1 Biectsical: 000s 10.6 och A-3 
CGI xscicencentincioheeucbibibinonteniaaiel A-4 GRP OIOSTIEG ointment M-4 
Brushes Emergency Room M-4 
Te ee A-3 Employment Department ------- -A-7 
TE | idan A-1 Engraving - A-1 
DURE: nicndnnccek pap lee. a aE M-1 
PUT acacia A-1 
Cameras -.-.-... A-l Favors --. ‘e, oe A-1 














convenient arrangement of departments a directory of 
the Jordan Marsh Company is published here. To be 
sure, not every detail can be adopted, and since store 
location, climatic conditions and various other elements 
determne department location in most cases, there will 
undoubtedly be suggested from this chart a number 
of alterations in your store layout that can be made to 
your own advantage and profit as well as to the interest 
and convenience of the patrons of your store. 


A— Annex Including Furniture Wing. 
LF— Lower Floor. 





































































































Department Location 
PUCPRERES (socccn ee eee MS-If 
| Seen A-4 
Fitting Forms -- * M-4 
PIC AROS iin ceccdeoomals MS-5 
Flags A-2 
Flannels ou M-! 
Floor Coverings --- A-5 
Furniture 

Bedroom A-7 

Living Room A-6 
Furniture Office A-5 
Furnished Suits 2 A-4 
Furs 

Women’s M-2 

Misses’ and Children’s_..-..__-_ M-3 

Fur Storage M-2 
Games a A-2 
Garden Tools - A-3 
Gift Shop ..... M-1 
Girl’s Clothing -- M-3 
Glassware ------- A-4 
Gloves 

Men’s M-1, MS-1 

Women’s; M-1! 

Children’s M-3 
Gloves Cleaning M-! 
Gowns = M-2 
air Goods ------- M-1 
Hammocks --- _A-2 
Hendkerchiefs M-1 
Hardware A-3 
Hats 

Men’s MS-! 

Women’s M-2 

Beys’ M-3 

Girls’ M-3 
Health Department A-7 
House Coats MS-3 
Hosiery 

Men’s M-1, MS-1 

Women’s M-1 

Children’s M-3 


Hot Water Bottles A-1 
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Art 
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Department Location 
Infants’ @lethine So i M-3 
Interior Decorations _--...----.-- A-6 ° 
Jewell Zodccitrie as Cac ae A-1 
Knit Gpee acca ei ss M-2 
KimOg@is Sees ag a i a M-4 
Kitches -arnishings: 2250022: A-3 
Laces :uumiaeiegins See oe ea Ot M-1 
Lam piesa seed soe Se tes A-4 
Lea tiie ee icici ce uiceatiterepigreisinnata A-l 
Linetiiiete cae oot ss ee M-4 
Lintinge oe M-1 
Lin@he@an ese aes ak he ec A-5 
Lost and Found 

Money (Transfer Desk)-----~_- M-1 

Articles (Accommodation Desk) M-b 
Liv Cr ht es a MS-lf 
Mailing Department --_---------- M-5 
Mattingae i ee a ee A-5 
Men’s Clothing 

Suit8 ise ake eee MS-2 

Overcogte <2ees5. es MS-3 

Spost Cletiee ee MS-lf 
Men’s Furnishings _--_---_- M-1, MS-1 
Millinery (See Hats) 
Mirrors 

Bath. anguGiiice.... cs. 2 A-3 

SHWE: cca alina patra panies A-1 

Parlor iis a ese A-4 
MuSi@? Gate ae se ee a a A-2 
Neckwear 

Mew i avéccuieeea ee M-1, MS-1 

Wnt he ei ie oe ee M-1 

BOYS! sips ee so ae ce M-3 
Neglteg eae ec ee M-4 
Notion@ (occas ee ek M-1 
Nurses @nmOriis © So ones M-4 
Otleleugecie 5 oe A-3, M-4 
Opera: mniies a5 Se oe A-1 
Overcoats : 

Meiers Sag Se ee MS-3 

DE i ea inesinned calcite osetia M-3 
Paiwtsteees ene eee A-3 
Patt Sibi Sortie Ginnie M-1 
Pay FOR ees note ln A-7 
Per Gide neknse wna ssnninnceeaiine A-1 
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Department Location 
Petticoats 
IS fois cccemismnbcatigaionel M-4 
fT ASS Pini pg ine ate M-3 
Photographic Supplies ~---------- A-1 
i LI a ARE SFP A-4 
Pere Framing {2.2.1.3 J. A-4 
Pillows 
Bed - J a ..-A-7 
EEE ee ee A-6, M-4 
Gomeed jackets ............. M-2, M-4 
SS a ee ane A-5 
WetGreereters 2 A-3 
Religious Goods ---------- Bacto eSs A-1 


Restaurant for Fellow Workers__-A-9 





2 ne ae ae ee eS TO M-1 
DE RUIN nis nee ccceen M-4 
jo) ee A-5 
Screens 

I  cisncsntasstirenscitiantassnetnnaltirata caine 

Ll = ean. ener eee" 

{.  ) See eee A-4 
mew machines. .-..-......-.. A-3 
siucts—-mien’s .........._.. M-1, MS-1 
Shopping Counselor --------_---- M-2 
Shoes 

MOM oo. SE ese MS-lf 

a aoe ree Parca M-4 

II aisnintinsdijiieonicaiiihiciiinseiileliiadiaas M-3 
NT ii cniapidsipaiestenpccablicsabcinaaieon M-1 
DMS 525 2 tres ee A-1 
Skirts 

MIN ices Se M-2 

RT sg oe 5 ee M-3 
CE ae er ors ae enc ea eer M-1 
puOnNe SNENICASTD ao M-b 
Sporting Goods ____---__-_- A-2, MS-lf 
Sport Shops 

NE ONES Fe Tied: M-2 

NOS ccna ae tl A-3 
EE EEG A-1 
Stockings (See Hosiery) 
murtes: OF Moons... 2.2 A-4 
Suits 

ee onder So ee MS-2 

One C220 oe ies it M-2 

RAC a ae ee rene M-3 

Se oe ee eae ReaD ce ne M-3 

60 10<—0<—00<—— 0 
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Department Location 
Sweaters 
pen Re ee M-1, MS-1 
RO ooo i M-2 
jg oS M-3 
eeusés gene Gris 2 M-3 
RE ER i M-4 
Talking: Machines -.-....._.__..- A-2 
TERRE SIO aeaicense ct M-1 
it~ Qe ee A-2, MS-lf 
‘Vhesnagipetess «<2. os A-l 
Cx. Sega eee me A-7 
‘Toilet Fismees A-1 
TR QNONONES ieee is See M-4 
a a A-2 
PE DE ele eR ante ee M-1 
0 ga ee ane Pes Sree M-1 
ig) eA ee ee ee A-1 
fy) SR Ese Sa eee eee M-1 
Umbrellas 
je ee M-1, MS-1 
Weare 5 8 Fe hes ee M-1 
Chiildiini ne se 
Underwear 
1 CN ce ee M-l, MS-1 
bE SR 2 Stipe aM ek Sipe tes M-4 
POLS EO ee pines Led ater M-3 
ohio dc ndteenetladechaincniinnee 
Uniforms 
Maids and. Nurses’. 2... M-4 
jE A ee Oe ree ee ene MS-lf 
ae ae aT A-6 
Vacunme Cleaners: 25 sos. A-3 
A ee eS rs See eee M-1 
VWiletroldse = ee nee A-2 
Waiting Rooms ------------- M-4, A-7 
Waists 
Wontar ee M-2 
Misses” an0 ‘Gey. M-3 
Walaa en ee Se A-6 
Wiisiee' Gree M-1 
‘White Gage oo M-1 
DO, a ES, Pie eee el A-l 
Wiatilaa ees A-6 
Wooden: Ware 5S A-3 
Ve so niki M-1l 
OE 8 ca rentitiincnticcipabiemntidl M-4 


Give Display Manager Authority In His Department 


B. C. Hampton says merchants make mistake in subordinating 
displaymen to officials that are not capable of display direction 


B: C. HAMPTON, newly appointed display manager of 

Bedell’s, Chicago, who made an enviable reputation 
on the Pacific Coast knows His profession thoroughly. He 
is a keen student and ever in search of information that 


may assist him in his work. 


Commenting on The Display World’s program, Mr. 
Hampton wrote, just previous to leaving The Wonder 


Store, at Fresno, the following: 


“Your campaign for the advancement of window dis- 
play conditions is freely and heartily endorsed by myself 
and fellow displaymen of the Pacific Coast. 
been the hope of the displayman to some day throw off 
the yoke of interference and hindrance such as most of 


profession and 
windows. 


us are burdened with, and be given a free rein to develop 
and execute our many ideas to the betterment of the 
the successful 


merchandising of our 


“The habit of merchants employing an experienced dis- 


playman and then subordinating him to one or more officials 
that are not capable of properly directing the displays, has 


been proven a failure and now in this progressive age, 


It has always 


we are more and more proving our ability to direct our 
displays—manage our departments—and properly expend 
our appropriations, thereby creating a degree of confi- 
dence in ourselves, which is opening for us in the future 
our place in the sun.” 
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Manufacture and Use of Wax Figures 


SERIES 1—ARTICLE 2 


How the model is selected—First steps in the process of casting 
—What makes a figure practical—Removing the moulds 


By IRWIN G. CULVER 










eS WN my last article 1 explained why we were re- 
Ge } quired to make high-class wax figures— 
>| because many merchants and displaymen de- 
mand them—and that this necessitated training, skilled 
artists in every detail of the work. The necessary per- 
sonnel of my staff then explained, I will begin the 
actual making of a wax figure, showing this skill as it 
is demanded in the different processes of its develop- 
ment. 

I will select the model for this illustration from one 
of our special $350.00 figures. I am influenced in this 
choice because of the wonderful sale of this figure to 
the most discriminating and high-class displaymen 
representing the largest department stores in America. 
It may be interesting, then, as well as instructive, to 
follow the development of this creation of beautiful 
womanhood through the many different plaster casts 
from life which actually took place in the making of 
ths first or master model. 

At this time, 
however, please 
keep in mind that 
the process of con- 
ceiving and produc- 
ing this first or 
master model is ex- 
actly the same as 
far less expensive 
figures, except that 
the wax bust parts 
on cheaper figures 
are shorter in 
length, thereby les- 
sening their master 
model cost. These 
‘special figures are 
all wax to the waist 
line, and are more 
difficult and expen- 
sive to cast from 
life. Also the pa- 
pier mache form 
parts on the lower 
priced figures are 
all standard in size 
and pose, requiring 
only one master 
mould for all, while 
on the other hand, 
The Character and Pose Chosen the papier mache 





form parts on these special figures are all individual 
poses, necessitating a master mould for each model. 
Arm and hand models are positively cast from life, 
and invariably require two models, one for hands and 
one for arms, these casts depicting as they do those 
natural characteristics in the pose, modeling and vein- 





Casting the Arm 


ing, without which they will emphasize the artificial in 
the entire figure. I would like this assertion particu- 
larly noted, as I will come later on in this series to the 
subject I term “The Art of Physical Expression,” and 
in which I expect to prove that the character and pose 
of arms and hands directly influence the expression of 
the entire figure. 

The starting point or first step in the making of a 
wax figure is the conception or image one must form 
in his mind of what to make. In this case, this spe- 
cial model was conceived because of the many calls for 
a figure showing a full-modeled back to the waist, to 
display extreme evening gowns and draping. Imme- 
diately this idea arrives and one sits back and begins 
to think, at that minute time is being corisumed and ex- 
pense starts on that master model, and because of the 
necessary compensation paid for that kind of thinking 
it often becomes a big item of expense before the least 
physical labor has been done. This thought, time and 
expense at the very start, I believe, is entirely lost sight 
of by many, yet it is hardly reasonable to suppose that 
all one has to do is to say, “I will make a new figure,” 
and he immediately starts the master model. Oh, no! 
It is not so easy. For this model, after conceiving an 
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How the Hand is Cast 


idea of-the figure required, I spent several hours look- 
in over fashion magazines illustrating models. 

This selection must be made with the view to both 
an attractive pose and that absolutely positive essential, 
the mechanical attachments necessary to make the com- 





Breaking Away the Waste Mould 


pleted figure practical for use. By practical | mean 
that we never lose sight of the fact that they are used 
to show garments and ali kinds of garments, and that 
those garments must be put on and taken off, often 
many times a day. The extent and convenience of 
these mechanical attachments then becomes positive 
and spells practicability. Later on in these articles I 
expect to show that there are several of these positive 
essentials to which wax art must conform, and that the 
real art in making wax figures for commercial use is to 
combine wax art and practical forms. 

After selecting the pose for this special figure, illus- 
trated on the first page, the hunt for live models for the 
diferent parts of the work begins.” In this figure five 
different live models were used, one for head and neck 
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Casting the Back and Neck 


pose—these were hand modeled; one for the beautiful 
back and shoulders; one for arms; one for hands and 
one for the papier mache parts. These last also were 
modeled by hand. The back, shoulders, bust, arms and 
hands were all plaster cast from life. If any one should 
think that this number of models is exaggerated, just 
try to find a live model suitable for this work who has 
all these parts, correct size, height and beautiful model- 
ing, all in the same package, and after you have found 
her try and get her 
to submit to a plas- 
ter cast of her body. 
It is not so easy. 
This privilege of 
taking a plaster cast 
is one of our big 
problems after the 
satisfactory models 
have been found. 
While the process 
is perfectly clean, 
the fear of a pos- 
sible injury to the 
skin, the physical 
exhaustion in the 
pose, and often the 
discomfiture of re- 
moving the cast 
from the body, pre- 
vent many from 
consenting to this 
work, and the oth- 
ers must be paid 
accordingly. Now, 
after all this time 
and expense, our 

physical labor just | 
begins. The pro- 
cess of taking these 
plaster casts from 
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The Assembled Master Mold 
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The Season of Big Opportunities 


Holiday season will soon be here with its great sales advantages— 


Make the display windows reflect the spirit of the festive occasions 


By J. WALTER JOHNSON 
Display Manager and Art Director, Portland, Oregon 


AKE advantage of the unusual sales oppor- 
nS tunities opening just before the Thanksgiving 
ae | holiday and continuing with almost uninter- 
rupted regularity into the month of February. To be 
sure, it is mostly a matter of store policy that regulates 
sales, but it cannot be denied that the best time to 
appeal is when the public is in the mood to buy, and 
none will question the statement that the greatest buy- 
ing inclination comes with the first influence of the 
atmosphere of the holiday season. 

Thanksgiving always proves a stimulus in the pub- 
lic’s somewhat natural inclination to buy, and at this 
particular time merchants are provided an unusual 
opportunity to accomplish heavy sales in table linens, 
crockery, glassware, chinaware, furniture, victrola rec- 
ords, etc. It isin order, then, to say a few words that 
may be of assistance in the preparation and installation 
of window displays that are to play a prominent part 
in the sales campaign at Thanksgiving time. 

True, the event does not call for the same elabo- 
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rateness of settings that usually characterize seasonal 
openings, nor are the displays to be of the gorgeous 
nature and pretentious character that will, in many 
cases, distinguish efforts along these lines a month 
later; yet the occasion and its possibilities insist on 
ample consideration. 

Not unlike other special occasions, the idea will be 
the important element of the display, and it is here 
that the success of your showing will find its strength 
or weakness, success or failure, since your merchan- 
dise and that of your competitors will, on this occasion, 
evidence little difference in style or pattern—and per- 
haps not even in quality. 

Reproduced here are two suggestions for the 
Thanksgiving display. Perhaps the ideas presented 


may be of practical value in that they may be employed 


as indicated or some better suggestion result from a 
study of them. 

The first illustration offers, I believe, a practical 
and effective idea, one that may be appropriately 
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Background Suggestion for Thanksgiving Display. By J. Walter Johnson, Portland, Oregon. 
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worked up to a very elaborate setting. The background 
can be constructed of lumber, composition board and 
muslin, finished in tones of gray or sandstone, thus 
providing an excellent backing for the bright colored 
fruit. A sunburst of changeable silk would form a 
striking and beautiful center panel, especially should 
the displayman have the facilities to train colored spot- 
lights on it. The figures could be cut out of composi- 
tion board, with the fruit trays substantially placed in 
position so as to provide strength necessary to hold 
the mass of fruits and foliage. Other accessories and 
embellishments could be cut from composition board. 

When I first conceived the football setting I most 
naturally had in mind the college or university, and it 


Suggestion for Foot-Ball Window by J. Walter Johnson, The Powers Furniture Company, Portland, Ore. 


occurred to me that nearly all of them were constructed 
of brick, hence the brick wall effect in the second illus- 
tration. This idea, I am sure, referring to the brick 
wall, will prove exceptionally effective, and should the 
wall be painted to imitate the beautiful tapestry brick 
that is being so commonly employed at this time, a 
most attractive background will result. 

The large picture frame can be cut from composi- 
tion board, painted and used to encircle the center panel 
of painted muslin and the cut-out football player. 
Since no football game is complete without the femi- 
nine admirers, with their prominent choice of Fall 
flowers in evidence, a liberal showing of chrysanthe- 
mums is included in this suggestion. 
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E. J. WOOD JOINS UNION STAFF AS FIRST 
ASSISTANT TO MR. DITTMAR | 

Lothar F. Dittmar, head of the display department of 
The Union Company, Columbus, Ohio, announces the ap- 
pointment of E. J. Wood to the position of first assistant 
of the Union Company display staff. Mr. Wood enjoys 
a national reputation in the display field, gained through 
several years of successful service as display manager for 
*. & R. Lazarus & Co., Columbus, Ohio, and more recently 
as a member of the display staff of H. H. Tarrasch, di- 
rector of displays for Stix, Baer & Fuller, St. Louis. 





George Koons, chief of the card writing department 
at Mabley & Carew Company, Cincinnati, is at present 
in the Maine woods hunting moose. 


TARRASCH’S FALL DISPLAY SERIES 
APPRAISED. AS ST. LOUIS’ BEST 

Men capable of passing competent judgment declare 
the most recent display series designed and executed by 
H. H. Tarrasch for Stix, Baer & Fuller, St. Louis, to be 
the most beautiful and effective display presentations ever 
introduced in the Mound City, which is saying something 
when one considers the present masters of that city and 
artists who have in years gone by contributed triumphs 
in display art. Shades of Walter Zemitzsch! 





The Consolidated Safety Pin Co., Bloomfield, N. J., just 
brought to a close a very successful window display con- 
test in which $1,500 in cash prizes were offered. Winners 
will be announced about November Ist. 
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Ornament in the Window Display 


Assyrian art most interesting in its history and excellently 
adaptable for interpretative study in the field of display 


By HENRY SHERROD 
Display Manager, Stewart Dry Goods Co., Louisville, Ky. 


OWN through the channels of time Assyrian 
art and architecture weaves itself like an 
exquisite ribbon into the fabric of our his- 

tories. In the dark places of the world we catch 


glimpses of its first ancient Shaldea with her Gods — 


and their children. Each planet supposedly in- 
habited by a God. Their great God of all Gods 
was Anu. ; 

The Assyrians built a story around everything 
and then proceeded to portray it through archi- 
tecture and ornament. Far away from the high- 
ways of modern commerce in Mesopotamia, for a 
long series of ages, its existence in the world was 
a mere name. That name suggested the idea of an 
ancient capital of fabulous splendor and magnitude, 
a congregation of palaces and temples, encom- 
passed by vast walls and ramparts of “the rejoicing 
city that dwelt carelessly; that said in her heart, 
I am, and there is none beside me,” and which was 
to become desolate and dry like a wilderness. 


Thousands of years she lay thus, until the wan- 
dering scholars sought the seat of the once power- 
ful empire, and searching until they found the dead 
city, threw off its shroud of sand and ruin and re- 
vealed once more to an astonished and curious 
world, the temples, the palaces, the idols, the repre- 
sentative of war, the chase of cruelties, the volup- 
tuousness and the luxuries of the ancient Assyrian, 
the Nenovah of Scripture, the Nenevah of the old- 
est. historians, all traces of which were believed to 
be gone. The Nenevah of which the captive tribes 
of Israel had labored and wept when the words of 
prophecy had gone forth, was, after a sleep of 
many centuries, brought to light. The proofs of 
ancient splendor were again beheld by living eyes. 

The ruins of Nenevah were virtually unknown 
to the ancient classical writers, though we gather 
from all of them that it was one of the oldest, 
most powerful and most splendid cities in the 
world ; that it perished long before the Christian era. 


eet 


Assyrian Influence Is Perfectly Portrayed in this Beautiful Display by Henry Sherrod, Stewart's, Louisville, Ky. 
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Like all voluptuous people, the Assyrians 
loathed nudity, and draped themselves profusely. 
Therefore, we get many wonderful drapes from 
them. Their fabrics were richly embroidered with 
gold, silver and jewels. The ornamentation took 
the forms of winged bulls, representations of their 
Gods and daily happenings of their lives. The As- 
syrians hung their walls with spears, shields and 
rare fabrics, and fortunate indeed, is the displayman 
whose imagination and study carries him into the 
realms of Assyrian arts. 

The column never seems to have occupied a 
prominent position in the history of Mesopotomian 
architecture, a fact due to the dearth of stone. 
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There is sufficient ev:dence, though, to prove that it was 
certainly not unknown. “In modern architecture the 
column forms the main support of arches, but in As- 
syrian architecture the archivold and pendentives 
of the arch are generally supported by thick walls. 
Practically all of the buildings were vaulted. In 
sculpture the Assyrians excelled in the base relief 
of the ornament. Birds, lions, horses and plants 
were used in their ornaments. 

The window man who adapts the Assyrian arts to 
his needs must tread carefully. Their love of color 
was great as is testified by: remains discovered. 
Much primitive color and great brilliance seemed 
to have characterized all of their work. 
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ANIMATED MINIATURE THEATRE FEATURED IN 
LOS ANGELES BY CARL W. AHLROTH 

There is no store on the Pacific coast, or possibly 
throughout the United States, where more elaborate 
ornamentation in the form of exquisite floral set-pieces, 
set-pieces with special lighting effects, as well as special 
backgrounds and screens are being used as by Mr. 
Ahlroth, of Hamburger’s, Los Angeles. One of these 
beautiful set-pieces is an oval sunburst effect in gold 
and orchid metallic cloth, outlined with mammoth silk 
poppies. This is supported by a standard somewhat 
resembling a tree trunk, but covered with gold cloth. 


Mr. Ahlroth has had in place during September half- 
oval screens covering the entire background of the 
windows, of canary yellow, with a black stencil design. 
In the corner island windows were tall yellow, graceful 
vases, possibly five feet high, supporting lighted oval 
shaped globes which were covered by beautiful metallic 
foliage. A feature of the Fall opening at Hamburger’s 
was the “Lilliputian Style Show.” For one hour each 


day live models displayed latest Fall fashions for all 
occasions, and little ladies, n’ne inches high, each hour 
displayed the latest Fall creations on a stage 12x15 
inches. 
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Building the Furniture Display 


An expert’s story of the essentials as required for effective furniture 
displays, with a few suggestions for appropriate room arrangement 


By PAUL F. LUPO 
Display Manager, Barker Bros. Co., Los Angeles, Calif. 


SES) HE window displays of any first class store 





“} display managers, men who know the princi- 
ples of display and have that skill which applies these 
principles in perfect harmony. These men, the display 
managers, in all their display work must have one 
thought constantly before them, and accept it as the 
-goal to be attained—the exertion of every effort toward 
the accomplishment of compelling display presentations 
that will bring patronage and profit to their respective 
stores. 

Where I am employed furniture and home furnish- 
ings form the subjects of our displays, and the men of 
the display division are constantly putting forth their 
best efforts to create living rooms so correctly and per- 
fectly appointed that prospective buyers will make it 
a daily custom or habit to watch our windows in order 
to see the newest ideas in furniture and home acces- 
sories and adornment. 


should be planned and executed by capable. 


pointed boudoir of period design, complete in every 
detail, is a gratifying tribute to the five experienced 
displaymen who, under proper direction and watchful- 
ness, have created a distinct art in the display craft. 
Our object is to make a realistic home setting, and 
no expense or care is spared to that end. Great care 
is given to the arrangement of the fresh and artificial 
flowers, hundreds of dollars’ worth of which are used 
each month, and the same attention is given special 
draperies, bedspreads, pillows, phone screens, waste- 
baskets, desk sets, scarfs and numerous aricles of fine 
silk, etc. When a dining room setting is made for the 
service of six, eight, or ten, it is shown complete in all 
of the correct appointments, fine filet tablecloths, beau- 
tiful china, exquisite silver, correct accessories for the 
sideboard and server, appropriate paintings and rugs, 
tea wagon, occasional table—whatever is necessary for 
a perfect room. There is pleasure, too, in planning the 
living room, which 








The enthusiasm and ap- 
preciative comments of 
the general public on 
seeing a beautifully ap- 








should always breathe 
an air of repose and 
happiness and hospital- 
ity. We search for 
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A Graphic Illustra'ion Showing Appropriate Arrangement for Music S'udio. Original Suggestion by Paul F, Lupo 
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beautiful paintings, d:stinctive art objects and decora- 
tive fabrics that are treasures to possess, wonderfully 
carved furniture covered in damask or velour, a rug 
that is selected as carefully as a background or a domi- 
nant feature, according to the needs of the room. The 
enthusiasm of the displaymen makes them willing to go 
to any length in the selection and assembling of ma- 
terial with which they may demonstrate to the public 
the possibilities of every home. They hope to inspire 
each individual with a desire to make his home reflect 
his own personality in the best setting it is possible 
for him to have. 

This description of the value of merchandise and 
the care in selection is merely given to show that this 
is the first thought of the displayman. To return to 
the displaymen and their work in planning windows, 
we might well consider the essentials: First, he must 
have a true love for art and a knowledge of the treas- 
ures of art. Second, he must be a devotee of design, 
especially of a period nature ; he must know the history 
of art in its beginning in order that he may be able to 
appreciate the historic value of furniture, art objects, 
pottery, etc., and the value of their settings ; and third, 
he must study home groupings and the correct appoint- 
ments of each individual room in a home. In furniture 
display work he must 
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course, in case of sale windows for linen, china, etc., in 
which this is a special feature. 

A displayman is a great deal like a scenario writer. 
He must be his own art director, and his characters 
must be fine merchandise of artistic worth. He works 
on this scenario until he has completed his picture, at 
times even using men and women wax figures in order 
to present the pictures. His finished work should be 
judged as the work of our foremost art directors, since 
we emphasize the same points that they do in present- 
ing livable, modern and artistic pictures. 

You may be inerested in a few of the details of 
the work done at Barker Bros. To expedite the plan- 
ning of the displays the display manager has had 
printed forms showing the actual floor plan of our dis- 
plays on a scale of one-half inch to a foot, as well as 
cardboard forms of every shape to represent the fur- 
niture, all of which are marked according to furniture 
represented. In working out a living room, a living 
room chart is made, and by.using these cardboards a 
pencil outline may be quickly made and given the win- 
dow men. With each floor plan an elevation plan, 
printed in small, fine lines, is made. We have, too, a 
form showing just what articles are going into the 
window, showing extension, date of change, period of 

furniture, date plan- 
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A Living Room Display Suggestion, Complete in Arrangement and Decoration. Original Suggestion by Paul. F. Lupo 


display, and all things 
which form a vital 
part of the display. 
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“Pittsburgh” 
Reflectors 


make your store a bright spot that 
catches the eye of people who now 
hurry by without a glance. 


NOEL TOT LOL TIS, 





Thousands of merchants, among them many of the 
leading stores of the world, are flooding their show 
windows with light from ‘Pittsburgh’ Reflectors 
and are thereby getting more trade. 


“Pittsburgh” Reflectors were developed by men who 
have specialized for years in show window lighting. 
They have naturally accumulated a fund of informa- 
tion that will prove helpful to any merchant who 
wishes to make his show window displays attract 
attention, hold interest and draw more trade. 





This experience and information is at your service 
without any obligation on your part. 


Make us a rough sketch of the floor plan of the 
window to be lighted: marking on it the length of 
the glass, the distance from glass to background, 
from floor to ceiling, from floor to transom bar 
(if any) and height of background. State whether 
you trim high or low and we will be glad to offer 
suggestions as to the most effective lighting and 
give an estimate of its cost. 


Pittsburgh Reflector 
and Illuminating Company 
429 Bowman Building, Pittsburgh, Pa. 
Chicago: 565 West Washington St. 
New York: 1452 Broadway 


Philadelphia: 235 South Eighth St. 
San Francisco: 90 New Montgomery St. 
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A series of super-photo plates illustrating 
effective display presentations by 


H. H. Tarrascu O. E. WHEETE Joun T. Mackey 

ELiswortH H. Bates W. W. YEAGER T. H. MARSHALL 

B. C. Hampton J. C. Hurtey J. F. Hunpey 

J. B. SLIFER Morris L. BLack V. C. TURNER 

Bert SMYSER E. J. THUNING Pau F. Lupo 

W. A. HappEN W. G. PETRIE W. B. WEAVER 
ANTHONY FIcETO JoHN WOLLAEGER Co. 
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Upper Left, Christmas Display by Paul F. Lupo, for Barker Bros., Los Angeles; Upper Right, Display 

by W. A. Hadden, for The Arcade, San Jose, Calif.; Center, Display by W. B. Weaver, for the 

Armstrong Co., Lincoln, Nebr.; Lower Left, Display by John T. Mackey, for Herpolsheimer’s, Grand 
Rapids, Mich.; Lower Right, Display by W. G. Petri, for Bedell & Co., Los Angeles. 








THE DISPLAY 























Upper Left, Display by Western Clock, Co., Peru, Ill.; Upper Right, Display by E. J. Thuning, for| 
Rollman’s, Cincinnati; Center, Christmas Display by E. H. Bates, for C.W. Klemm, Inc., Bloomington, 
lll.; Lower Left, Dsplay by Morris Black, for Strouss-Hirshberg, Youngstown, O.; Lower Right 

Toy Display by Bert Smyser, for Stone-Fisher Co., Tacoma, Washington. | 





THE DISPLAY 





Upper Left, Display by J. C. Hurley, The Owl Drug Co., Los Angeles; Upper Right, Display by 

W.W. Yeager, for Wolf-Greisheim, Bloomington, Ills.; Center, Display by V.C. Turner, for H. Liebes 

& Co., Portland, Ore.; Lower Left, Display by John T. Mackey, for Herpolsheimer’s, Grand Rapids, 
Mich. ; Lower Right, Display by M. L. Black, Strouss-Hirshberg, Youngstown, O. 
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Upper Left, Display by J. F. Hundley, for C. M. Stendal Shoe Co., Minneapolis, Minn. ; Upper Right, 

Display by J.B. Slifer, The Owl Drug Co., Chicago; Center, Display by O. E. Wheete, for Halliburton- 

Abbott Co., Tulsa, Oklahoma; Lower Left and Lower Right, Displays by B. C. Hampton, for The 
Wonder Store, Fresno, California 
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Upper Left, Display by John G. Wollaeger Co., Milwaukee, Wis.; Upper Right, Display by T. H. 

Marshall, for The Boersma Co., Chicago.; Center, Display by H. H. Tarrasch, for Stix, Baer & 

Fuller, St. Louis; Lower Left, Display by John T. Mackey, for Herpolsheimer’s, Grand Rapids, Mich. ; 
Lower Right, Display by Anthony Ficeto, for Fran kin’s, Waterbury, Conn. 
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This photograph of a millinery 
shop shows what a difference 
attractive paneling will make 
in what would otherwise be a 
very ordinary room. Cornell 
has been used to decorate ceil- 
ings and walls, to partition off 
attractive dressing rooms, make 
a balustrade for the rear bal- 
cony and in several other ways 
brighten the interior, making it 
a place to which the buyer will 
return. 




















Making your store interior 


win sales 


| ‘HE right store personality has a real influence 
on sales, An attractive store, artistically deco- 
rated, makes people like to come into it. 




















Note how Cornell has covered an unsightly steam pipe 
at the left and has masked four ugly skylights in the 
upper right wall. Imagine the walls plain instead of 
attractively paneled. 








has made a lot of stores pleasanter places in which 
to shop. It is recognized as a real quality product; 
all wood throughout; the ideal material for express- 
ing good taste in interior panels, partitions, and 
display. 

aa Cornell is easy to handle and work with; saws 
Hu tisk Ciel led aca wail wich tacos: ‘Tm well and holds nails; and it’s made to stay put. It’s 
fa on, oe eel mrmemte tare erame triple sized to resist moisture; mill-primed, ready 
results are assured. for paint; and its popular oatmeal finish is always 
in good taste. 














CORNELL WOOD PRODUCTS COMPANY 
190 North State Street, Chicago, Illinois 
Mills: Cornell, Wisconsin 














This is the sixth of a series of 
articles on easy, practical meth- 
ods for making your windows 
more attractive. You'll prob- N 

ably want to save the whole ore 


Cornell is often used to mask a balcony in this manner. pa oe: They're f ull of worth- 
Remember Cornell takes paint readily — being mill- while faéts and ideas. Send the Address — 
primed. The posts below could be greatly improved if coupon. 
they were enclosed in Cornell panels. Square pillars 

are more sightly than round posts. 


series Of six practical methods for making at- 


| Please send me with your compliments this 
tractive windows. 
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THE DISPLAY WORLD 


An Illustrated Monthly Publication for 
Advertising Men 
Issued on the 15th of Every Month by 
The Display Publishing Company 
Cincinnati, Ohio 
EDITOR, JAMES W. FOLEY 


OUR PLATFORM 


1. The Development of the Art of Mercantile Display—2. Its General and Positive Realization by Mer- 
chants as the Most Powerful Factor in the Business of Selling—3. More Intimate Co-operation of Man- 
ufacturer and Merchant.—4. The Encouragement and Advancement of the Independent Display Service 
Idea.—5. An Ideal, Practical and Helpful Personal Service to the Display Profession and its Industry. 


National Advertisers 
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Newspapers throughout the country 
Newspapers took full advantage of the recent 
ring strike of New York pressmen to carry 

on, under most favorable conditions 
(to them), a campaign the object of which is the 
more general acceptance of the theory that news- 
paper advertising is the best kind of advertising 
for the merchant. In fact, the stories of newspaper 
supremacy as a medium of sales creation were told 
in pages, and details of the unfortunate but mighty 
important curtailment of metropolitan, national and 
international news were confined to brief refer- 
ences. 

The newspapers are, of course, to be commended 
on their prompt seizure of an excellent opportu- 
nity to give publicity to the newspaper as an in- 
comparable medium of advertising in the mercantile 
field. Newspapers are always alert; they are organ- 
ized, so to speak, and are constantly engaged in a 
program or campaign designed to enhance the pres- 
tige and value of the newspaper as the merchant’s 
and manufacturer’s most powerful selling instru- 
ment. 

Merchants, whose businesses were, most natu- 
rally, affected to a degree by the action of the strik- 
ing pressmen, were quoted at length in these news- 
paper reports, and if the interviews noted conveyed 
the accurate expression of these business men, then 
New York stores might just as well board up their 
display windows, and profit through a transfer of 
business location to a site less expensive by thous- 
ands of dollars annually. These men, the conceded 
biggest in New York’s mercantile world, according 
to the newspapers, accept the press as the corner- 
stone, the framework and, as the youngster would 
say, the whole blame shootin’ match of retail busi- 
ness. 

The displaymen have an organization, but it is 
seriously doubted that that organization has availed 
itself of the opportunity to make itself big, power- 


ful, as it undoubtedly should be to demand for its 


membership such recognition as the display profes- 
sion deserves. If such an organization did exist; 
that is, an organization of strength and recognition, 
it is a pretty reasonable guess that at least one New 
York merchant would have, in his appraisal of 
relative advertising merit, included at least a refer- 
ence to the show window. 


But, as the old sayng goes, there’s a streak of 
silver under every cloud, and, let us presume, grant- 
ing that not all merchants of New York were quoted 
in the recent dispatches, that those who did not get 
into print with a broadside for newspaper su- 
premacy, failed because they indicated their honest- 
to-goodness appreciation of window display as the 


compelling factor in retail selling, and intimated - 


that, strike or no strike, the displays will get ’em. 
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Big store display manager, card writer 
and advertising manager, twenty-four 
years’ successful record, experience in 
for Some managing and buying desires position. 
Merchant Age 39. Protestant; A-1 references. 
Salary wanted $35 to $40 week. Address Box 614— 


A Poor 
Bargain 


The above advertisement was printed in a 
nationally read business publication during the pres- 
ent month. It is interesting in that the applicant 
has, after twenty-four years of success, to use his 
term, as a display manager, cardwriter, advertising 
manager and in the not altogether definite divisions 
of managing and buying, appraised his own value 
at $35 a week. Not very much money to pay a 
man with a successful record in so many depart- 
ments of retail store operation. 

But, let us analyze this advertisement and en- 
deavor to appraise the applicant. He is thirty-nine 
years of age with twenty-four years’ experience. 
He has been and is, he says, a successful display 
manager, cardwriter, advertising manager and 
buyer. There can be no denying the fact that if 
he can do all of these things at one and the same 
time he is a wonder—and, in the parlance of the 
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prize ring, a glutton for punishment. But, wonders 
are rare indeed, even in the mercantile field, and 
the minute one does evidence itself, it is quickly 
snapped up at a price in excess of $35 a week. 

We wonder if this applicant doesn’t, in reality, 
evidence his failure in the field of his varied en- 
deavors? Where will there be found a successful, 
efficient display manager for $35. Yet this appli- 
cant, for that sum, guarantees a display manager 
(successful), and to make it a good bargain, throws 
in an advertising manager (successful), a card 
writer (also successful), a buyer and a manager 
(equally successful)—all for the sum of $35 weekly. 
Don’t crowd merchants—and take this writer’s ad- 
vice. Pass up this applicant for fear of getting the 
short end of the deal. Any man with a quarter of 
a century experience in any profession who places 
his maximum value at $35 weekly can’t be worth 
even that—and we don’t belong to the union either. 





Already we hear occasional dis- 
Never Too Early playman predictions in which 
for the the names of various leaders are 
Politiciens linked, in the advance prophe- 


sies, with reference to the next selection for the. 


presidency of the I. A. D. M. Leaders, perhaps, is 
not advisedly used here since, as it is to be expected, 
some of the men mentioned have done little to 
qualify for this all-important executive post. 


Presidents of the I. A. D. M., should be selected 
with care, such choice being free from any taint 
of politics, which, we regret to admit, has on other 
occasions been prominent in the electorate. How- 
ever, the I. A. D. M. is advancing, its ideals are 
becoming more than printed and orated expressions 
of eloquent thoughts, and the vast majority of its 
membership is sincere in its affiliation to the ex- 
tent that its membership card indicates its serious 
and substantial part of a profession which that 
majority is striving to develop so that the majority 
itself might benefit, and this real life of the organ- 
ization is, in the future, going to have considerable 
to say. 

Speaking of candidates in 1924 it might be well 
to consider the possibility of the present encum- 
bant of the president’s chair succeeding himself 
should his term evidence the success which it is 
very generally conceded will characterize. Mr. 
Cronin’s admirtiistration, Must assuredly would 
such an action by the I. A. D. M. membership be 


justified should the duties of the office be executed | 


during the present administration to the extent 
of Mr. Cronin’s conceded unusual ability—and pro- 
viding the same Mr. Cronin was agreeable. 

The I. A. D. M. is fortunate in having the type 
of leader that Mr. Cronin undoubtedly. is and should 
he have the proper and energetic support of his 
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various committees and the affiliated members, his 
term of office is destined to be punctuated with 
magnificent achievements. Let every man do 
something in the interest of the display profession 
in a manner long since introduced, and constantly 
practiced by Clement Kieffer, Jr., who for many 
years has religiously devoted one hour of every 
working day to Association betterment. And, in- 
cidentally, when Mr. Cronin steps down, whether 
it be in 1924 or 1925, it will be unnecessary for the 
I. A. D. M. to look further than this same Kieffer 
for a man with a record of accomplishment and 
service to take up the work of I. A, D. M. expan- 
sion where the illustrious Newark artist will have 
left it. 





The attention of our readers is called 
New Method to pages 18 and 19 of this issue on 
a 9 which will be noted another practi- 

cal innovation in the method of as- 
sisting young displaymen through illustrated dis- 
play suggestions. It is expected that this means 
of portraying ideas will prove profitable since the 
panoramic fashion of illustration makes possible the 
complete and correct indication of all items to be 
employed in the suggested setting, 





Turning On the Light 
(Continued from Page 3) 


are not satisfied, and here the persistent purveyors of 
mud pay us a compliment—unknowingly, of course. 
There is a great distinction between pleased and 
satisfied. Satisfaction, generally includes the for- 
mer, but in no sense does that which affords pleasure 
in the accomplishment of service indicate satis- 
faction. We are pleased with the success of The 
Display World — but being satisfied is different. 
We will readily admit that not a single member of this 
organization is satisfied with what has already been 
accomplished. The publishers want the editor to do 
more and bigger things in the interest of the display 
profession, and the editor is constantly urging his staff 
to increase its efforts along the same line. This is one 
reason for the exalted position of The DISPLAY 


‘WORLD to-day. It has never been satisfied—and 


despite the fact that it has, in its short existence, con- 
tributed more in the interest of display expansion than 
any other publication has accomplished in a decade—it 
is not satisfied yet, nor will it ever reach that “point _ 
where it will lay aside its mantel of service and write its 
eulogy “Well done, good and faithful servant.” 

_ Our program insists on constant energy devoted in 
the interest of the profession which The DISPLAY 
WORLD is proud and honored to serve. Its, work 
will go on as long as there remains an opportunity to 
assist the exponents of the display profession in the 
accomplishment of their ideals. 
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Advertising and Distributing Costs 


The right appraisal of advertising by business men will make possible 
the successful culmination of a campaign to simplify distribution 


By JOHN BENSON 


President, American Association of Advertising Agencies 


DVERTISING is facing a new future, and the 
use that business will make of it, and the ap- 
praisal which business men will put upon it, 

are going to depend as never before upon what it con- 
tributes to the important and difficult job of simplify- 
ing distribution and lowering its high cost. 

It costs too much to distribute goods in this coun- 
try, sometimes this cost being more than the cost of 
making them. In production this country leads the 
world, but we are far behind in the business of distri- 
bution. A substantial improvement must be effected if 
the cost of living is to come down, and the cost of 
living must come down if labor cost is to be I:quidated, 
and the latter cost must be liquidated if our manufac- 
turers are to have a fair chance in the world markets. 

There is another important side to this question. 
The high cost of living in this country and the high 





cost of fabricated merchandise to the consumer is cur- 
tailing the purchasing power of half of our population, 
the farming half. The farmer’s dollar is a 50-cent 
piece or a 68-cent piece. World markets control the 
price of his products and of raw material. He will 
never be able to raise the price of wheat, or of live 
stock or of produce much above what is paid for his 
exportable surplus. That makes the market. 

How can we have any solid prosperity with that 
kind of a dislocation in the nation’s buying ability? 
So we must lower the cost of selling to lower the cost 
of making, and that is the big problem of the future 
in this country. How far advertising will contribute 
to its solution is going to depend very mlich on the 
intelligence and energy of advertising agents. To them 
more than to any other class is entrusted the effective- 
ness of advert‘sing as a cost-reducing factor. 


How the Shepard Store, Boston, Recently Displayed the Nationally Advertised Page Products 
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This Fleisher Varn Display Won $200 for John Mackey, Display Manager, Herpolsheimer’s, Grand Rapids, Mich. 


This is no new function for advertising. In innu- 
merable cases advertising has markedly lowered the 
retail price of goods. Advertising over a period of 
years has reduced the cost of selling Campbell’s soup 
from 7.5 to 2 percent and the cost of advertising from 
14 percent to 3 percent. It costs only one-third of a 
cent per can to advertise Campbell’s soup, and a can of 
soup which formerly sold for 40 cents now sells for 
12 cents. 

Such instances are not uncommon. And still, taken 
as a whole, the cost of wholesaling and retailing in this 
country is altogether too high. Our job has not been 
sufficiently effective. In too many cases advertising 
does not lower the cost of merchandise to the con- 
sumer. Sometimes it raises it. 

Advertising Had Easy Sailing 

During the period of wide-open prosperity, of ad- 
vancing prices and wages and profits, which culminated 
in the peak year of 1920, advertising had the relatively 
easy job of stimulating desire for better things. People 
had the purchasing power to indulge it. That was 
sailing with the wind on our back. Advertising re- 
leased that buying power and gave new impulse to it, 
and the more buying there was the more buying re- 
sulted ; business activity fed upon itself. There were 
no dislocations to halt the progress until wild extrava- 
gance outdid itself and the bubble burst. 

In the future, advertising may have to do some tack- 
ing. The wind won’t fill our sails. It may flap them. 
The first problem to solve is a dislocated buying power. 
The price of raw material and the price of finished 
products to the consumer must be equalized. Little 
or nothing can be done without the former; world mar- 
kets control it. The latter is our job. Every nickel 


of waste must be squeezed out of the chain of distri- 
bution. Advertising can and will do it. 

It will do it by educating people to buy intelligently 
and not subject producers and distributors to so ex- 
pensive selling effort. The more the consumer knows 
about merchandise the less persuasion will be required 
to sell him. This is one part of our job. 


Recent Marketing Methods Unsatisfactory 


The other part is a merchandising job. We must 
find a way of marketing goods through fewer and more 
efficient hands. The storekeeper is no merchant as a 
rule. He gets altogether too much margin for the serv- 
ice he renders. In many cases he is a parasite. There 
is no reason why our retail channels should not meas- 
ure up to the highly efficient system of Great Britain. 
Over there shopkeeping is a profession; young people 
are apprenticed to it; they are taught how to sell, how 
to know merchandise, how to serve the customer. 

Some way must be found to develop among sales 
people a proper appreciation of. advertised goods; they 
are woefully ignorant or indifferent as a rule. Only 
to an insistent demand do they respond—and that me- 
chanically. They seldom help along a meritorious 
article vouched for by its maker in public print. They 
know little or nothing about turnover and its effect 
upon the store’s profit; speed and turnover mean noth- 
ing to them. A little intelligence by salespeople would 
make advertising and merchandising much more result- 
ful. There are too many retailers and probably too 
many wholesalers. The less efficient must go. Those 
who remain in business must earn their retailing fran- 
chise by the service they render. The service will 
attract business and thus build up the volume which 
will reduce overhead and lower price to the corisumer. 








fach. 
stri- 
ntly 


Ows 
ired 


nust 
10re 
as a 
erv- 
nere 
eas- 
‘ain. 
ople 
how 


ales 
they 
)nly 
me- 
ious 
‘hey 
tect 
oth- 
yuld 
sult- 

too 
10Se 
ran- 
will 
hich 


ner. 





THE DISPLAY WORLD 


Beware of Imitations 

















Upholstery and Decorative 
Fabrics 


Hydol Silk Plush, in the new and beautiful 


range of colors, is being used extensively for decor- 
ating windows. 


Its brilliant lustre and high quality is recog- 
nized by all displaymen as unequalled. 


If you want the original Hydol Silk Plush, look 
for the name HYDOL on either end of the piece. 


Hydol Silk Plush is carried by all the leading 
fixture people throughout the United States. If 
your fixture house doesn’t carry our line, write to 
us direct. 


Samples and color cards illustrating latest 
shades on request. Among the beautiful shades 
are Shadow Lawn Green, Sand, Scarab, American 
Beauty, Royal Blue, Majestic Purple and others. 


“HYDOL PLUSH MFG. CO. 


The house of Service and Originality 
Established 1889 


41 East 20th Street New York City 















34 THE DISPLAY WORLD 


Displays Feature Allen A Campaigns 


Big Wisconsin hosiery manufacturing unit places great importance on 





window display facilities in selling—Regular department creates com- 
pelling display suggestions that are installed in dealers’ windows 


FORCE in selling that cannot be truly esti- 
mated, yet of such value as to demand first 
consideration in all selling campaigns designed 
in the interest of Allen A products.” That is the appre- 
ciation of display value as expressed in all the selling 
literature prepared by the Allen A Company, of Ken- 
osha, Wis., and reiterated in a communication from the 
company’s executive authority in the sales promotion 
division. 

~ Allen A products are a nationally known commod- 
ity and in great demand in every city and hamlet in 
this big country of ours, a demand that has been con- 
stantly increased through the right character advertis- 
ing in which window display has been a prominent 
feature. The importance placed upon the sales stim- 
ulus of an effectually arranged merchandise display is 
most convincingly illustrated in the operation of a dis- 
play department functioning in conjunction with the 
advertising division of this great manufacturing unit, 
and through a study of organization demands on all 
sales representatives which insist on the acceptance and 
practice of display as a necessary link in the chain of 
merchant distribution and public demand. 

Each Allen A salesman is instructed to impress 








An Allen Hostery A Display Arranged for Rothschild & Company, Chicago, Illinois 


upon his clients the great value of window displays as 
trade producers, and when a dealer agrees to utilize 
his window space for the display of Allen A merchan- 
dise, the salesman notifies the advertising division of 
the Allen A company. This department in turn sends 
a letter to the dealer in which the co-operation of the 
manufacturer’s facilities are extended. Such co-opera- 
tion consists of an offer to furnish display suggestions, 
show cards, signs, cut-outs, etc., and very frequently 
arrangements are made whereby one of the company’s 
expert displaymen installs the display. When the dis- 
play has been placed the salesman of the territory re- 
ports the information to his chief, when another letter 
is directed to the dealer complimenting him on the dis- 
play and encouraging the merchant to further efforts 
along similar lines. 

When a dealer display is sufficiently attractive, ar- 
rangements are made for photographing it, and prints 
are then distributed to all salesmen and a number of 
dealers who have given much space to Allen A prod- 
ucts, and who have further requested suggestions for 
displays. All display photographs are carried by the 
salesmen, who feel that such a collection is of great 
value insofar as merchants never fail to evidence keen 
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Pe ADATTRACTORS” Make Displays 
0 i 
nds 30 to 40 Percent More Productive 
the 
ra" The “ADATTRACTOR” is a patented device for obtaining motion in window displays, 
ns, the greatest attention getter it is possible to secure. At the same time, it insures an ade- 
a quate display of your merchandise and imparts a real selling punch to every display. 
y's 
lis- Your displays will be sure to attract and pro- 
ne duce immediate results which will quickly repay 
* the “ADATTRACTOR’S” initial cost. 
11S- 
rts The “ADATTRACTOR” makes the window 

space above an eight inch base 

ar- 
nts 
; The Most 
O - 
f @ 
the Valuable Space in 
eat 
- the World 


The “ADATTRACTOR” is so constructed 
that it can be effectively draped and decorated. 
You can use your own small stands and fixtures. 
It makes possible the use of unit displays, the 
modern methods of showing merchandise. 





This real display necessity is substantially built for many years of valuable service. Motor 
electrical equipment and gear design by General Electric Co. Fully tested and guaranteed. Diam- 
eter of base 8 inches, maximum load 75 pounds, operating cost about one-sixth cent per hour. 





Complete’ Simple Service 
fall delivery. Order now Outfit as illustrated $100.00 


; ‘ tt»: onl lete 
and insure a smashing Sa = ashy ie MP ag 


: ere . adel mies. with motor, Cord, Plug, Re- 
Christmas display. CC — volving Table and nipples 


for building, $60.00 net. 






Only a limited number for 















Perry Rotary Fixture Co., Meridian, Miss. 
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interest in closely inspecting the photographs on the 
occasion of the salesman’s visit. 

The entire organization and management of the 
window display promotion division is under the super- 
vision of the advertising department, and the advertis- 
ing manager of the Allen A Company says that “be- 
tween the energy of the salesmen, who are thoroughly 
sold on the proposition, and our work in the display 
department here at headquarters, we have met with 
what we are pleased to term distinctive success.” 

A large chart, entitled “Record of Window Dis- 
plays Reported,” hangs on the wall in the advertising 
manager’s office at Kenosha, and every week the sales- 
men’s reports concerning displays presented in the vari- 
ous territories are recorded, thus indicating the strong 
and weak spots in display presentations. This chart, 


it is said, forms the chief attraction in the headquarter 
office, and everyone from the president down manifests 
a keen interest in it and the story it tells. 

During the past three months more than five thous- 
and Allen A displays have been reported by salesmen 
and merchants. This number includes only exclusive 
window showings of Allen A products, and it is only 
reasonable to assume that additional thousands have 
been arranged in conjunction with other merchandise. 
Then, too, there have undoubtedly been many exclusive 
displays of Allen A merchandise that have not been 
brought to the attention of the advertising department. 
“We are proud of our sales record,” says the adver- 
tising director, “and feel that window display adver- 
tising is being successfully encouraged in our organi- 
zation to the distinct advantage of all concerned.” 


<0 000 


ALSON BRUBAKER HAS UNIQUE DISPLAY 
- FEATURING DENNISON CREPE PRODUCTS 


Alson Brubaker, advertising and display manager for 
Walker Bros., Fargo, N. D., arranged a striking display 
early in October, featuring Dennison crepe paper. Every- 
thing in the display, including flower and fruit baskets, 
birds, bird cages, stands and swings, lamps, hats, flowers, 
etc., were made of crepe paper. The display was of ex- 
ceeding beauty and a. big producer. 





~ 


Jack M. Bedford, well-known artist, who, for several 
years, has been in charge of the display department for 
Hoover-Brooks Company, Akron, Ohio, has resigned to 
assume similar duties with the Kramer Clothing Co., Akron. 


ANIMATED DISPLAY NOVELTY INTRODUCED 
THAT SHOULD INTEREST DISPLAYMEN 


Displaymen will be interested in the great display 
novelty now being introduced in New York by The Ani- 
mated Miniature Theatre Corporation. This practical ad- 
vertising and amusement novelty, one of the most en- 
genuis presented for window purposes features a minia- 
ture theatre with a procenium arch twelve inches’ high 
by fifteen inches in width, and in which are shown real 
people. As many as fifteen characters and a seven pas- 
senger automobile may be employed at one time. Com- 
plete details of this new display feature may be obtained 
through post card request to The Animated Miniature 
Theatre Corp., 535 Fifth Avenue, New York City. 




















| The Honor Roll of Display Specialists 








The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 





GEORGE A. SMITH 
1737 Broadway, New York City 
Complete Display Campaigns for National Advertisers 
—Local Display Service+Advisory Service to Manu- 
facturers and Advertising Agencies 


Manager, George A. Smith 


J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 


INTERNATIONAL DISPLAYS COMPANY 
Cleveland, Ohio 
Complete Display Advertising Campaigns for National 
Advertisers—Consulting Specialists—Representative in 
Every Big City 
Manager, A. T. Fischer 


NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading and Lancaster, Pa. 
Manager, K. S. Wolff 

















THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 
Local and National Window Settings, High-class Art 
Panels, Backgrounds, Scenery, Screens — Sketches 
furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 


FISHER DISPLAY SERVICE 
40 No. Wells St., Chicago 
Plan and Install in Chicago and Vicinity Dienlagé of 
Nationally Advertised Products—Local Service 
Manager, S. F: isher 


EDWARD N. GOLDSMAN 
79 Parkhurst Road, Holloway, N. 7., London, Eng. 
Consulting Decorator and Display Manager—Coun- 
sellor in National Display Advertising—Display Ser- 
‘vice for Manufacturers 
Manager, Edward N. Goldsman 


THE BELLRINGER COMPANY 
18 West 34th St., New York City 
A National Service in Window Display and _ Selling 
Campaigns—Complete Campaigns Arranged and In- 
stallations of Displays Made in Any City 
Manager, H. Bellringer 
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Forms with 12-inch Iron Forms with 8-inch Iron 


Rod Base as IIlustrated— Rod Base as IIlustrated— 
$15 $10 
Immediate Shipments Guaranteed 


DAVID SOBEL’S SONS 


145 Grand Street New York City 


Costume Form Established over 25 years. Waist Form 
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Displays that Hold the Attention 
of the Prospective Buyer 


, Make Your Store Stand Out From Its 
Neighbors and Competitors 


Turn the Spot-Light On It! 


If It is the Best Store in Town 
It Deserves the Spot-Light 


This spot-light and flood-light is designed to attract particular 
attention to an article in any window, whether lighted in colors 
or not. It can be used with or without color attachment and gives a very 
bright beam of light, using a 200-watt Ped C Nitrogen Lamp, which is a 
standard type bulb. For varying the lighting effects and to eliminate the 
bright spot, by adding frosted gelatine, in addition to the colored gelatine, it- 
gives an even flood of light. Can be swung and tilted at any angle, and fas- 
tened immediately on ceiling, side-walls, concealed behind draperies, pillars, 
etc. Reflector guaranteed not to peel off due to heat or atmospheric conditions. 


Combination Flood and Spot Light, STRIP-LIGHTS and FLOODLIGHTS 


Without Color Attachment, 









ar # . h), This handy, compact, portable strip light can be used to many advantages 
$13.50 when a light is needed, without any perma- 
nent wiring to be installed. It is portable and 
can be set-or hung wherever convenient. Made 











in lengths to be used as fvot lights, shew case Combi 
| lights, etc., etc. Furnished with 6 ft. flexible With a pi eel yg oes os 
cord, attachment plug and 25-watt tubular (Ready to Light) 
lamps to a foot. $16 ’ 
.00 





SAMPLE BOOK ON REQUEST 


1 Ft. Strip Light, with 2 25-Watt, 
Tubular Lamps, Complete, 


| Write for Complete Catalog a 
| Colored Gelatine Sheets 18x21 inches (40 Colors) 18 cents each ae 





| sit: Oe § mee 
St Li 
FREDERICK A. BOHLING Pest Lickin Me Me ck ee 
SUN-RAY SPOT-LIGHT AND LIGHTING EQUIPMENTS additional Feet, 


556 ELEVENTH AVENUE (AT 42nd ST.) NEW YORK CITY $4.00 Per Foot — 
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Make It a Decent Place to’ Work 


The importance of the display department in the store's sales organi- 
zation demands appropriate location and facilities for this division 


By RAYMOND T. WHITNAH 
Display Manager, Crosby Bros. Co., Topeka, Kas. 









a S has been voiced long ago, charity begins at 
Fag \ home, so might it be said that efficiency in the 
rep © display department starts in the studio and is 
influenced to a great extent by the environment sur- 
rounding the abode of such a department. 

With the advance of the displayman’s profession, 
should not his habitation and surroundings be in keep- 
ing with himself? Yet, ask the average salesman who 
calls on displaymen everywhere, and it is evident in 
many cases that the old corner in the basement or the 
space behind the linoleums or rugs frequently houses 
this important factor in the merchandising world. 
Leaders and efficiency experts of many large institu- 
tions agree that the displayman’s desk should be along- 
side the advertising and merchandise manager. Yet 
he is placed in the most inconvenient place in the store, 
because, perhaps, it is a department which is not self- 
supporting and shows no direct profit in itself, though 
it produces for that store as does the advertising. 

The advertising department requ:res much less 
space, and so is conveniently arranged near the private 
offices of the merchandise manager; but the display 
manager, although in most cases not so closely situated 
as just mentioned, can glory in the fact that the farther 
distant the more the charm. Nevertheless the time is 





coming when one of the best spaces in the building will 
be occupied by the display studio. Efficiency calls for 
conditions which warrant it, and the price per foot for 
space for the studio will be a second consideration. 
Ample room is one of the first provisions for an 
efficient department, with suitable light, both artificial 
and natural, and, incidentally, the more natural light 
the better. As in a photo studio, north light is best for 
matching colors, insuring perfect combinat‘ons et cet- 
era, though it must be admitted that it is not always 
possible to obtain north light, owing to the position of 
the building, its relation to other buildings and its size. 
Sufficient cabinet. space facilities speed and assists 
in the functioning of the department. This is the sup- 
ply and material section. It should possess a division 


for caring for the executive work of the department, 


with desk filing cabinets and reference books. The 
space alloted for the draughtsman should be separated 
from the construction and materials section, but can 
be well associated with the executive department. Also 
a section devoted to storage space, if possible in close 
conjunction with the other sections, especially the con- 
struction section. Keeping those ideas in mind, a defi- 
nite analysis of your individual space can be made, be 
it large or small, and everything will have its place. 





Prize Winning Manhattan Shirt Display by T. H. Marshall for The Boersma Company, Chicago 
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Get Ready for the Holiday Rush 


Any clerk can make better than hand lettered cards, 
Better, Quicker, Easier, with the “STENCILOR” 

Made in three sizes. See it at the National Business 
Show, Booth 202, 69th Regiment Armory, Lexington 


Ave., 25th and 26th Streets, New York City, October 
22nd to 27th. 


Display Material Company 


corde youre ter te ccking, of wo Will make 191 PEARL. STREET, NEW YORK, N. Y. 
any card for you. (Between Maiden Lane and Cedar Street) 


























LIGNINE (WOOD) CARVINGS 


— UNBREAKABLE — 

WILL HELP CREATE—Beautiful Backgrounds, Screens, 
Panels, etc. Heads, Scrolls, Shields, Wreaths, Rosettes, 
Festoons, Drops. 

PERIOD CARVINGS—Adam, Louis XVI, Hepplewhite, 
Chippendale. Cheapest and Best Trim Made—Will Last 


for Years. 


New No. 9 Catalog and Sample—FREE 


ORNAMENTAL PRODUCTS CO. 


W. LAFAYETTE AVE. DETROIT, MICH. 


M0,962 2 SIZES 
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SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 


OC) Air Brushes C) Counters and Shelving 1 Plaques (Window) CO) Signs—Electric 

C) Artificial Flowers [] Decorative Papers [J Plastic and Composi- [) Signs—Wood Letter 
C) Art Screens C1) Display Furniture tion Pieces C) Stencil Outfits 

C) Art Studies (1) Display Forms [1] Plushes and Velours CL) Stock Posters 

C) Backgrounds C) Display Racks L] Price Cards and Tickets [) Store Designing 

(1) Background Coverings [] Dividers—Show CJ Price Ticket Holders (J Store Fronts 

CJ Books on Cardwriting Window (CJ Reflectors _) Time Switches 

C) Books on Display C1) Drawing Boards CL) Screens (Background) [(] Valances 

(1) Books on Draping C) Fabrics and Trimmings CL) Shoes—Window C) Wall Board 

(1 Booths and Floats C) Fixtures () Show Card Schools L}) Wax Forms and Figures 
(1) Brushes and Pens (1) Flags and Banners C) Show Card Service () Wickerware Specialties 
C1) Cabinets—Revolving C1) Hammers—Window [] Show Card Supplies [] Window Drapes 

C) Card & Mat Board C) Lamp Coloring (1) Show Cases C) Window Lighting 

C) Card Writers’ Materials () Lightingand Equipment [LJ Show Case Lighting 1) Window Shades 

C) Cash Carriers (J Pageants and Exhibits J] Signs and Card Holders [] Window Trimming 

CJ Chairs and Seats ; [) Papier Mache (J Signs—Brass and Schools 

(1 Color Lighting Specialties Bronze C1 Wood Carvings 


O DO YOU WISH A COPY OF THEIR CATALOG? 
[1 DO YOU PLAN TO REMODEL YOUR STORE SOON? ([)] DO YOU PLAN TOBUILD A STORE SOON? 


REET EAS S SEL LE ELSE R eee Ie Re, STEELS See eee 


CRON 2 ied do PTR isis SERGE ee ERE ES arse ne 
MAIL TO THE DISPLAY WORLD—CINCINNATI, O. 
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The accessibility from other sections of the store 
saves time for department heads as well as the display 
executive and facilitates speed in answering window 
calls and in placing displays. The point for the greatest 
efficiency is the closest desirable space to the show 
windows, the basement excepted, and the maximum 
distance not over three or four floors away. The 
sooner we get this idea installed into the merchandise 
manager, superintendent or the higher up, whoever he 
may be, the sooner the efficiency expert of that institu- 
tion will have, or should have, one less responsibility. 

Now that we have a most efficient space well lo- 
cated, with plenty of light, ¢he arrangement of this 
space confronts the displayman. We have five sections 
to occupy this space—the executive, drafting, materials, 
construction and storage divisions. As before stated, 
the executive office and the drafting section can well 
be combined, but both situated for plenty of light. The 
materials section requires more space, but not quite the 
light that is needed in the other sections; yet it must 
be located where fewest amount of steps are necessary. 

In this section are cabinets for fixtures, forms, 
velours, satins and other fabrics, trimmings such as 
fringe, galoons, tassels, medallions and braids, The 
construction department, with its lumber materials and 


wallboards, needs all the possible light which can be 
obtained, and ample space with appropriate light must 
be provided for the finishing department. The latter 
can be conveniently located in or near the materials 
section, provided good lighting exists in this section. 
The spraying equipment or air-brushing space comes, 
of course, under the finishing division. The storage 
space is for settings and materials which are not being 
used or which are for sale. All the light required here 
is for the location of various pieces or the showing of 
same. 

In instances where the cardwriters’ department is 
not affiliated with the advertising, it necessitates another 
section to the above, requiring sufficient light and space. 
Where possible, all sections should be excluded from 
entrance by employees of other departments or the 
public, except the executive department, where displays 
are planned, ideas exchanged and business carried on. 
Out of courtesy, if for no other reason, the office of 
this department should be accessible. 

When the display manager is allotted his space, in 
which he himself should have had major decision in its 
planning, he will find that proper facilities will aid him 
greatly in obtaining efficiency which means less waste 
and larger profit and lower prices to the customer. 
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Style Review Features Bloomington Opening 


Friendly merchant spirit evident in successful fashion shows that have 
made Bloomington a fashion center—No display prizes awarded 


A co-operative style show, conducted each Spring 
and Fall, has been a custom of long standing with 
Bloomington merchants, and the public of the city and 
people from surrounding communities look forward to 
each event with real enthusiasm. The practice of this 
feature, with each merchant introducing the latest mer- 
chandise conceptions, has secured for Bloomington 
business men a solid vote of community prestige and 
the city is accepted as a style center by people for miles 
around. 

Great crowds jam the walks long before the dis- 
plays, the opening feature of the style event, are un- 
vieled, thousands of people standing hours in front of 
their respective favorite shops for the first glimpse of 
the newest whims of Dame Fashion. Many of the 
smaller stores take advantage of the opportunity and 
give away advertising balloons, squawkers, rattles and 
the like, and these, with the music of several groups of 
paid musicians, lend much to the excitement and fes- 
tive spirit of the occasion. 

Naturally, the opening window displays form the 


prominent feature of the event, but many merchants 
avail themselves of the appropriateness of the occasion 
to introduce special features aside from the presentation 
of Fashion’s latest decree. Often exceptional sales 
events in certain departments of the store are made 
additional attractions during the closing days of the 
Style Revue. 

A marked desire to co-operate distinguishes the 
activity of merchants and displaymen alike, and each 
group has its committees that collaborate with the 
Bloomington Association of Commerce, which organi- 
zation for years has been enthusiastically behind the 
Style Revues. Of such importance has the event be- 
come each season, and so distinctively artistic and pre- 
tentious are the display presentations, that many dis- 
playmen and merchants are attracted each season, some 
coming from Chicago and points out of the state. No 
prizes are awarded during these occasions, and it is 
generally agreed that non-competitive display openings 
are most successful since the element of rivalry is en- 
tirely eliminated. 


<0 00000 


FRANKENTHAL JUDGES CONNECTICUT DISPLAYS 


Herman Frankenthal, display manager for B. Altman 
& Company, New York City, was chairman of the judging 
board that inspected the display windows on the occasion 
of the community Fall Fashion Revue at Stamford, Conn. 


KNITTED OUTERWEAR BUREAU IN NEW OFFICES 

The Knitted Outerwear Bureau, Inc., announces the new 
location of its service offices at 450 Fourth Avenue, New 
York City, where increased facilities will enable the Bu- 
reau to enlarge the scope of its activities. 
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Acquire Draping Technique 


from Koerber’s Master Textbook 


C yhe A RT of 


DRAPING 


je Re as), 
O27 


MERCANTILE DISPLAY 
by 


Jerome A. koerber. 





A Typical Example of Its Appeal:— 


The Display Publishing Co.: 


THE ART OF DRAPING, by Jerome A. Koerber, is indeed a much-needed text on this 
subject, a subject that has never been adequately treated in the past. 


After going through the book, studying the sketches and diagrams, reading the numerous 
articles contained therein referring to draping, proper lighting, color combinations, as well 
as good perspectives, together with some very smart reproductions of many excellent dis- 
plays, which illustrate most correctly the suggestions that Mr. Koerber publishes in his book, 
I found it to be the best book ever published in the history of the display profession. 


I wish to call attention to the fact that I was one of the oldest display men in the east 
when I retired from the game and went into business, and very often inquiries were made to 
me relative to a book that would be written for the young and ambitious decorator, and 
wherein he could find suggestions to improve himself not only in the art of draping, but also 
in lighting effects and the other phases that require schooling besides practice. I have come 
to the conclusion, having read the contents of the Koerber, ART OF DRAPING, that it is a 
book that should have been published long ago, as it contains more valuable suggestions and 
ideas than any one could acquire after many years of practice. 


I wish to congratulate the author for the correctness and accuracy of the details contained 
in this book, and hope that it will be fully appreciated by all the display men, not only in this 
country, but also in the old world. 

Yours very truly, 


The above is an unsolicited testimonial on the EMILE KATZ, 
a of Mr. Koerber’s unusual textbook, THE Pres., The Katz-Charrot Co. 
ART OF DRAPING. Former Display Manager. 


Price $3.00 Postpaid 
THE DISPLAY PUBLISHING CO., 


SPECIAL OFFER ye ae Seen ; 
THE DISPLAY PUBLISHING CO., Cincinnati, io. 
A copy of this new book, THE ti, Oh 


Gentlemen: Enrlosed find money order for $3.00 for one copy 
ART OF DRAPING, together of Koerber’s ART OF DRAPING. Ship postpaid to following 
with a year’s subscription to The 


| 
| address: 
SI ce a ir te 
| 
| 
| 


CINCINNATI, OHIO 





saving of $1.00—both for $4.00. 
If you are already a subscriber 


subscription will be extended. a meet pe See 
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| Who They Are and What They Say 


No. 2—R. M. Hollister, Cleveland, Ohio 
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> ERHAPS his aversion to the spotlight of pub- 
28-5) licity has had something to do with the rather 
ae meagre display record of W. R. Hollister, as 
revealed through a review of those instruments and 
archives supposedly complete_on matters of displayman 
accomplishments. Or it may be that Mr. Hollister, in 
his many and important duties as display director and 
buying representative of several departments of The 
Kinney & Levan Co., Cleve- 
land, has, in the past, found it 
almost a physical impossibil- 
ity to engage himself actively 
in the association representa- 
tive of his profession. Yet 
Mr. Hollister enjoys the rep- 
utation of being one of the 
most skillful exponents in his 
particular division of display 
art. 

Visitors to the store of 
Kinney-Levan have frequent- 
ly marveled at the ingenious 
conceptions of Mr. Hollister, 
and his unusual skill in the 
art of presenting color harmo- 
nies has seldom been equaled 
in display work. This artist 
lives with his work. Thinks 
about it in all his waking 
hours, and, we have it from 
Mr. Hollister himself, fre- 
quently dreams about it; and 
it is just possible that out of 
these dreams have come the _ 
inspiration for some of the artist’s most successful ac- 
complishments. This display director speaks enthusi- 
astically of his work. 

Discussing the subject, “Display Ideas and Where 
They Come From,” Mr. Hollister says: 

“I readily confess to my constant contact with the 
better class moving picture productions, since I have 
found this new field, as I have found the theater, an 
excellent and ‘constantly developing field for ideas 
adaptable to window display work. The movie pro- 
ducers are employing the best skill possible to obtain 
for art and decoration. There they must have the ad- 
vantage of unlimited financial resources at their com- 
mand, thus permitting them to experiment to a great 
extent. Of course, there are mistakes made there as 
everywhere else, but one may gain very good ideas by 
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R. M. HOLLISTER 


studying some of these moving picture settings. I be- 
lieve the displayman is neglecting an important source 
to aid his knowledge of his work if he is not taking 
advantage of this excellent and practically efficient 
medium of help. 

“TI find many helpful ideas on the shelf of the public 
library, especially tracing up settings leading into a cer- 
tain period. For instance, two years ago, while design- 
ing backgrounds for the new 
windows at my present place 
of employment, it was my de- 
sire to have the backgrounds 
mean something more than 
just merely back walls of a 
display window. In order to 
accomplish this I studied out 
every part of wood and wood 
designing in the history so 
that when finally I set about 
to make a finished drawing, 
each line and scroll had a defi- 
nite reason for being there, 
and the results were very 
gratifying to me in many 
ways. 

“The same study should 
be given special period or his- 
torical displays in order that 
they may be complete in full 
detail. Some of the best dis- 
plays I have ever conceived 
have been completed after I 
got into the window to work, 
not having any certain ideas 
just what I was going to do before starting the work. 
This I believe to be somewhat of a natural ability, as 
many displaymen will acknowledge. 

“While I have managed displays in the general de- 
partment stores, where one has about all lines of mer- 
chandise with which to work, and have also served 
men’s wear stores, the past five years I have been em- 
ployed where we have china, glass, silverware, gift and 
favor, art goods, house furnishings, electric fixtures, 
and an extensive Oriental studio, making it a very 
unusual store. 

“Being: very large wholesalers, with fifty to seventy- 
five representatives traveling every corner of the 
world, makes the store one of vast importance in the 
importing field. All foreign goods are bought at the 
factories by our own buyers who are in foreign lands 
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Novelty Art Goods Display by R. M. Hollister for Kinney-Levan Co., Cleveland, Ohio 


almost all of the time. This, you can readily see, brings 
some wonderful merchandise into the retail store. For 
instance, the writer has just returned from the receiv- 
ing room where seventy-five solid cases of Italian nov- 
elty ware was being opened and marked for the retail 
department. They informed me there that about the 
same number of cases of marble will be shortly coming 
in from the factories in Italy. All of these goods must 
pass out from the retail store, which fact brings a de- 
mand for good original selling windows. One must 
be very careful not to get too much art into such dis- 
plays or he is likely to lose out in the volume sales, yet 
such displays demand a very special attention and much 
out of the ordinary show to uphold-the exclusiveness 
and originality of such foreign goods. 

“Tt has always been my aim to merchandise my dis- 
plays as much as possible with the direct selling powers. 
I do not think I differ from any other displayman who 
has followed his work for very many years. When I 
acknowledge that I would love to trim art displays all 
the time, I believe every displayman’s ambition lends 
itself in this direction, but one must hold the real selling 
values of displays ahead of everything if he wants to 
make a very favorable impression with his employer. 
We gain many helpful hints in the national advertise- 
ments in trade journals and magazines. If one will 
digest the description and explanations placed before 
the public’s eye, in some of the high class advertising, 


he will gain many helpful hints to aid in displaying _ 


merchandise. 

“TI have, after many experiences and thorough tests, 
discovered that a display centered on one’s line of mer- 
chandise is by far the most. successful from a selling 


angle. For instance, I seldom use but one dinner pat- 
tern in a window at a time. I build up a complete 
display of this one pattern, perhaps using one window 
entirely for same, and we have found the sales are 
much greater. You may be sure that we make that one 
pattern present every ounce of “Here I Am” power. 

“We use the same principle in many other lines, for 
we have found it pays. I do not use the table set up 
for dinnerware in the fashion many other displaymen 
do. I try to merchandise it as one would any other line, 
such as the general department store would show, ex- 
cept upon special occasions when I use a dining room 
fully furnished, furniture, wall decorations, etc. 


“As for the origin of display ideas, I believe you 
can see where one could reach out to a most unlimited 
field where ideas are obtainable. I believe the display 
man should have a meaning for everything he does in 
his window. Everything he creates he should be able 
to explain, its merits and instructive points, and thus 
everything in the display will present itself in the most 
forceful form. 


“As you turn the leaves of a magazine, note the 
care that has been taken in the illustrations to present 
the article in the most pleasing and conspicuous man- 
ner possible. Note the display of the automobile, and 
attractiveness of some of the gas range advertisements, 
toilet goods, clothes, etc. Thousands of dollars ara 
expended to make the advertisement fully command 
the attention of the buying public. It is absolutely up 
to the displayman to put the same careful thought and 
study into his end of the work. Take advantage of all 
this careful study and time by appropriately applying 
the results to your window displays.” 
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Created Sensation 


at Hamberger’s 
Los Angeles, Cal. 


“Once Seen--- 
Never Fogotten”’ 


A nine inch model—No, Yes, she is 
alive. She talks to you, you talk to her. 
Can it be possible? Yes—it’s so. 


The Animated Miniature 
Theatre Corp., of 535 
Fifth Avenue with a few 
branches in the U. S. 


has the greatest and latest advertising 
and amusement novelty that this coun- 
try has ever seen. 


A miniature theatre with a proscenium 
arch 12 inches high by 15 inches in width 
in which they show real people, not only one 
at a time, but fifteen and even a seven 
passenger auto can be plainly seen in the 
above mentioned space. 


A great novelty as a window display. It 
is unsurpassed for attracting attention. It 
is the best ever. 


See It and Be Convinced 


A number of department stores have ne- 
gotiated for it and its success is assured by 
the wonderful organization behind it. 


An actual demonstration 
at 535 Fifth Avenue, New 
York should be of great 
interest to the display man. 


For Further Details of this Service and 
Open Dates write to 


Animated Miniature 


Theatre Corporation 


535 FIFTH AVENUE 
NEW YORK CITY 




















PRESIDENT CRONIN SELECTS COMMITTEES 
—“CLEM” KIEFFER 1924 CONVENTION DIRECTOR 


UCH ssatisfaction will be evidenced by members of 

the International Association of Display Men on 
learning of Clement Kieffer, Jr.’s selection as Convention 
Director for the Buffalo meeting of the I. A. D. M, 
scheduled for opening the second Monday in June, 1924. 
No sooner had Mr. Cronin, President of the I. A. D. M., 
returned from Europe, than he immediately set about the 
duty of designating the various committee members who 
are to co-operate in the direction of Association activities 


CLEMENT KIEFFER, JR. 


during his term of office. The most important selection 
is, of course, the choice of Convention Director, and. Mr. 
Cronin has evidenced more of his excellent judgment 
through his naming of the popular and accomplished 
Kieffer, a gentleman who has, perhaps, contributed more 
to I. A. D. M. development than any other individual or 
instrument within or without the organization. 

William A. McCormick ,display manager for The Bos- 
ton Store, Chicago, has been selected to serve as chairman 
of Membership Committee, and C. J. Potter is again named 
as head of the Speakers’ Bureau. James W. Foley, editor 
of The Display World, who for several years has con- 
tributed materially to the profession of mercantile display 
advancement, has been made a member of the Publicity 
Committee. Complete appointments follow: 

Convention Director: Clement Kieffer, Jr., display 
manager, The Kleinhans Co., Buffalo, N. Y. 

Assistant Convention Director: George B. Rooney, 
display manager, Abraham & Straus, Brooklyn, N. Y. 

Membership Committee: William A. McCormick, dis- 
play manager, The Boston Store, Chicago, chairman; Ells- 
worth H. Bates, display manager, C. W. Klemm, Inc. 
Bloomington, Ill.; F. G. R. Lacey, display manager, Fair- 
weather’s, Ltd., Toronto, Can. 

Publicity Committee: L.A. Rogers, Chicago, chairman; 
M. P. Zuinn, New York City; George A. Cowan, Chicago; 
Tom Leslie, Chicago; J. W. Foley, The Display World, 
Cincinnati. 

Speakers’ Bureau: C. J. Potter, New York City, chair- 
man; Howard E. Bartlett, display manager, The Golden 
Rule, St. Paul, Minn.; Charles W. Morton, display manager, 
Weinstock-Lubin Co., Sacramento, Cal.; Charles E. 
Theime, display manager, L. S. Donaldson Co., Minne- 
apolis, Minn.; William Fitzgerald, display manager, P. J. 
Young Dry Goods Co., New Brunswick, N. J. 
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UNIQUE DISPLAY BOOSTS HOSIERY SALES 
AT BRAGER’S BALTIMORE STORE 


One of the most elaborate as well as successful displays 
of hosiery ever seen in Baltimore was arranged recently 
by display manager, Milton Hartmann, for Brager’s, in 
conjunction with the store’s special sale of Humming Bird 
silk hosiery. 

The window represented a country scene, and in the 
center was a woman smartly attired in the latest creations. 
She was holding her dress up slightly, displaying a pair of 
the Humming Bird hosiery in white. A sand floor was in- 
stalled and about this many pairs of the hosiery were at- 
tractively arranged. Many pairs also were draped on the 
summer furniture which was used in the window. The 
green grass in the back part of the display gave the scene 
a real touch of country life. 

Two of the principal features of the window attracted 
much favorable comment. In the upper right corner there 
was a large humming bird, in all its brilliant colors, fash- 
ioned out of the hosiery. At the left stood an apple tree 
made entirely of the stockings. The hosiery was used 
for the trunk and branches and for the red blossoms with 
white centers. In each of these centers was a concealed 
electric bulb. These were lighted at night and the entire 
window was flooded with a delicate blue light, giving the 
display a remarkable resemblance to’a night scene at a 
country club. 

In the hosiery department the hosiery was displayed 
everywhere possible. It was even fashioned into shades 
and used over the electric lamps. The merchandise was 
offered at $1.50 and sold with a guarantee. Employees of 
all departments were real boosters of the hosiery. The 
night before the sale started the store gave its employees an 
outing at one of the amusement parks and Humming Bird 
Hosiery was given as prizes in the dance and other con- 
tests. Each girl in the hosiery department was presented 
with a pair’ and immediately became a booster. 





E. H. HEILEMAN 


Displaymen will regret to learn of the sudden and un- 
timely death of E. H. Heileman, which occured in Cincin- 
nati, September 29. Mr. Heileman was display manager 
for McAlpin’s, Cincinnati, and one of the most enthusiastic 
members of the Queen City displaymen’s club, contribut- 
ing liberally of his time and energy in the various activities 
of this local. Mr. Heileman was in attendance at the 
Cleveland convention a few months ago and was active in 
his department until a few days before his death. The 
Display World joins with the display profession in ex- 
tending an expression of genuine sympathy to the bereaved 
family. Mr. Heileman was unmarried, living with his aged 
parents and forming the sole support of the family. 





PILLSBURY COMPANY ACTIVE IN SUPPLYING 
DISPLAY NEEDS OF DEALERS 

R. C. Duryer, of the advertising department of the Pills- 
bury Flour Mills Company, .Minneapolis, states that in the 
formulation of the company’s advertising program especial 
attention is granted to the tremendously important matter 
of window display, and the necessity of securing dealers’ 
co-operation in getting attractive window displays to tie up 
with the national campaign. 

“To secure the support of the dealers,” says Mr. Dur- 
yer, “it is essential that we meet their needs and pre- 
frences. This we accomplish by a letter to our branch 
managers soliciting their opinions and the opinions of their 
salesmen as to the kinds of material that have proved 
most popular with the dealers in the past year.” 
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MR. HARRY NELSON 


Display Manager and Card Writer for Hess Bros. 
& Co., Rockford, IIl., 


WON FIRST PRIZE 


in the Store Card Writer division of the 


SIGNS OF THE TIMES 
SHOW CARD CONTEST 


A reproduction of some of Mr. Nelson’s cards 
will be made in the November issue of SIGNS 
OF THE TIMES. 


SIGNS OF THE TIMES carries every month a 
wealth of idea and suggestion for the show card 
writer, poster artist, background artist, sign man 
and letterer. 


Newsstands carry SIGNS OF .THE TIMES each 
month. If they are sold out they will be prompt 
to order a copy for you, for SIGNS OF THE 
TIMES is handled by the American News Co., 
and its branches throughout the country. Some 
readers place a standing order with their news- 
dealer for a copy each month. 


Or you can subscribe direct and have your copy 
mailed to you each month to your home or busi- 
ness address. 


$3.00 a Year—$3.50 in Canada 
30c per copy. 


The SIGNS OF THE TIMES Pub Co. 








1209-11 Sycamore St., Cincinnati, O. 
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With the New York Displaymen 


A review of the month's most important displays in the metropolitan 
district—J. J. Cronin, at banquet in his honor, tells of European trip 


By WILLARD D. HART 
Special Correspondent, The Display World 


ae] PECIAL fall opening displays promise to be 
ies few and far between in the metropolitan 
OS district. At any rate that is the impression 
that was obtained upon making a round of the of- 
fices of the various displaymen. It seems that in 
New York the average merchant feels that a special 
concerted showing of fall merchandise is not what 
it is in the smaller towns or even in large cities 
“where transient trade is not so heavy and where 
they receive practically all of their fall merchandise 
in one lump. 

In New York, one man pointed out, the stores 
receive their fall mercharidise in bits. Each day 
they get a little bit more and in order to secure the 
best possible results fom that merchandise they are 
forced to show it as soon as it comes in, and change 
the displays often: If they save up their showing 
of fall goods for one grand “splash” they lose much 
valuable time and naturally do not reach a large 
number of the transients that daily pass their show 
windows. The average concerted fall display is a 
very expensive proposition and the results obtained 
do not, it is argued, warrant such a large ex- 
penditure that is required through such observance. 


Metropolitan Displaymen Banquet J. J. Cronin. 


wadies 


The first anniversary sale in the history of 
James A. Hearn & Son, since its inception in 1827, 
was held by that store recently, and the display 
windows played a large part in it. The outside of 
the store was particularly dressed up for the oc- 
casion of the anniversary, with a number of orange 
banners floating from the front of the building 
bearing the words, “Anniversary Sale.” Festoons 
of green were hung over the entrances and gave 
a holiday air to the entire building. 

A Chinese exhibit was featured in the windows 
at Lord & Taylor’s, and the artistic arrangement of 
the display was unusually beautiful and effective. 
The thought of ribbon could not possibly escape 
from your mind when you gazed at a recent ribbon 
trim at this same store. The entire area of the 
display front was under the ribbon influence. The 
ribbons were of a variety of colors on one side, 
but all had white and black striped backs. At the 
top of the window space festoons of the ribbon 
were hung, running from back to front. There 
were seven of these festoons the color of the face 
at the front, while the black and white stripes were 
visible at the back. From left to right the colors 


° 


Seated at Speaker's Table, Left to Right, Are: Herman Franken- 
thal, J. J. Cronin, L. McArdle, A. W. Malet, George Rooney, Jerome Jaffrey and Willard D. Hart. 
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were orange, purple, pink, green, yellow, pale blue 
and lavender, producing a striking effect. 

At the center stood a drape of cerise ribbon with 
the black and white showing at the sides and 
rounded at the top, the shape being somewhat like 
that of an ice cream cone. At the right and left 
were smaller drapes, triangular, with apexes down, 
the colors yellow and purple, respectively. The 
black and white sides formed a stripe down the 
center of each. Next, in both directions came 
lamps, the standards of which were bronze, and the 
shades rose and gold. 

A background screen used in a fur display at 
Gimbel Bros. store., recently, was interestingly 
decorative in design and of distinctive character. 
It fitted into the fur idea perfectly. There was a 
wide panel with an arched top. The frame was 
silvered, the background was of gray and silver silk. 
A decorative design in blue and white, using a pat- 
tern based on front designs as seen on a window 
pane, followed a long sweeping curve around the 
left side. The ornamental lines rose from a design 
at the bottom representing icebergs floating in an 
expanse of Arctic looking water. At both sides of 
the panel forming an extension of the frame, was 
a highly decorative scroll-work design, followed 
with a conventionalized treatment of the frost 
motif. 

Joseph Romm, window display manager for 
Weber & Heilbroner, has announced his resigna- 
tion from that position. Mr. Romm has been con- 
nected with the organization for the last fifteen 
years, in the window trimming department, of 
which he has been head for the last eight years. 
Weber & Heilbroner display windows in the trade 
are considered to have earned a high place as a sell- 
ing medium and have ranked in the van of the first 
division from the standpoint of sales efficiency. 
With fourteen stores, located in the most strategic 
locations in the metropolitan district, these win- 
dows, attractively trimmed, have proven a power- 
ful factor in popularizing certain ideas in mer- 
chandising that subsequently have been reflected in 
other parts of the country. Mr. Romm has made 
no announcement of his future plans. 

At the offices of Weber & Heilbroner, it was an- 
nounced that no successor to Mr. Romm was to be 
appointed, but the supervision of the window dis- 
plays is to be taken over -by a department which 
has been organized. This is a sales department, 
under the directorship of M. L. Horwich, who will 
supervise salesmen and selling methods as well as 
direct the work of the displaymen who, otherwise, 
would be without a manager. 

The real value of the display windows has been 
impressed in the minds of the heads of the local retail 
establishments for the past two weeks, due to the 
strike of newspaper pressmen which stopped the 
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A POWERFUL 
BIG PUNCH! 














50,000 
Candle | 
Power! 


in the 
Center Spot Beam 






X-RAY WINDOW 


FLOODLIGHT 


(with Center Spot Beam) 


Brings out those big displays in strong 
white light. Compels people to stop 
before your windows. Overcomes day- 
light reflections. A new idea in displays 
—try it! Use X-Ray FLOOD Light 
No. 33 for all Color effects! 


National X-Ray Reflector Company 
New York CHICAGO Los Angeles 


Engineers in all principal cities 
Tear off and mail today 


National X-Ray Reflector Company, 
236 W. Jackson Blvd., Chicago. 


I want to put a “punch” into my displays. Tell 
me how! 
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—— 
“Timberlake” Colored Light Screen 


Lowest Priced Screen on the Market 





Colored lighting effects 
now possible at moderate 
cost, by using our reflector 
screen No. 754 as shown. 


Fits almost any shape of 
reflector up to 10-in. diam- 
eter. Adjusts instantly to 
different shapes and sizes, 


Takes 10-in. x 10-in. col- 
ored gelatine sheets in red, 
green, blue and amber. 











Price per dozen for re- 
flector screen only, without 
gelatine sheets, $7.20 doz. 
Gelatine sheets, red, green, 
blue, amber, $1.00 doz. Price 
F. O. B. Jackson, Michigan. 








We also manufacture a line of Weight- 
ed Base Price Card Stands, T Stands, 
etc., high quality brass covered bases 
and solid brass tubing uprights. at very 
moderate prices. 











Send for our catalog No. 35, showing 
complete line. 


J. B. Timberlake & Sons 


JACKSON, MICH. 
SOLE MFRS. 


Store Display Fixtures, Sheet Metal and 
Wire Specialties 
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Shirt Stand 
No. 1703-S 


Shoe Stand 
No. 1782-S 


Fixtures for the Merchant Who 
is Thrifty 


We make only wood display fixtures. 
Before buying any more fixtures we sug- 
gest that you get our catalog and compare 
styles and prices. We know we can save 

you money. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


> 529 N. Halsted Street Chicago, III. 
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publication of all newspapers in the city for several 
days. - With no newspaper advertisements to be 
gauged as the drawing card for sales, the mer- 
chants found that the display windows were bring- 
ing them a great deal of business and several mer- 
chants in an interview with The Display World 
correspondent stated that they had traced a large 
volume of business direct to the windows. One 
store sold four shawls and one dress all valued at 
more than $300 each and some more than $400. 
At other stores the windows took the place of the 
ads. Each day a new set of sale windows was in- 
stalled and much business was derived therefrom. 


Mr. Cronin Reviews Foreign Trip 


The perfection of the modeling and the quality 
of the wax figures manufactured in France was 
praised by John J. Cronin, display manager of L. 
Bamberger & Co., Newark, N. J., and president of 
the International Association of Display Men, on 
September 20th, at the Hotel Breslin, on the occa- 
sion of the dinner tendered to him by the local club 
to celebrate his return from a European trip, and 
his recent election as president of the I. A.D. M. | 

“There is one thing in which the French excel in 
the point of decorative matter and window fixtures, 
and that is in wax figures,” said Mr. Cronin. “Their 
wax figures are beyond any doubt the most won- 
derful I have ever seen. The only drawback to 
them is that they have a rod going up the center 
of each foot to enable them to stand. This means 
that every time a pair of shoes is put on the figure 
a hole has to be made in the bottom of each shoe, 
meaning the loss of the shoes. This, however, is 
overcome by having new legs and feet put on in 
this country. Even with the additional expense of 
having a new lower body put on the figure, the 
cost is much less than the American ones, and 
the figures are far superior. 

“Wax figures are used extensively by French 
stores. In one bathing suit window showing a surf 
scene the displayman used 28 wax figures. In that 
store alone they must have 400 to 500 wax figures 
in stock. The European department stores, in 
every way, are many years behind ours. There is 
nothing for an American displayman to learn in 
Europe in the way of trimming. The only places 
where he is able to obtain any ideas is in some of 
the small shops which are actually little ‘gems’ and 
are beautiful to look on. Outside of the actual dis- 
play point of view the trip proved most educational! 
to me and has broadened my viewpoint of things 
in general.” 





C. W. Barnes, who resigned last month from the organ- 
ization of Ike Livingston & Sons, Bloomington, IIl., is now 
directing displays for the Walgreen Drug Co., Chicago. 
This organization operates a chain of stores in and around 
Chicago, and Mr. Barnes’ position is a most important one. 
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Chicago Monthly Display Review 


The Fall opening windows of Marshall Field & Company are 
the best ever—Every displayman who can should see them 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


(eee LIE Fall Opening windows at Marshall Field 
& Co., which have just been completed after 

)_} a week or ten days of “drawn curtains” and 
several months of previous work, are without a 
doubt the best in the history of that institution. 
Words and terms at their very best are totally in- 
adequate to do them justice. It is quite impossible 
to conjure up a description in cold type that will 
convey to the mind and feelings one-tenth part of 
what a personal view of them will convey to the 
mind and feelings of men who know something of 
art and the application of it to window display. 

This writer has spent many hours around the 
four solid blocks of these windows in mute admira- 
tion of the displays themselves. So have others, 
and the verdict is always the same. Thousands and 
thousands of people in every walk of life have been 
impressed with the artistic perfection and sublime 
beauty of them. Some of these people who see 
them know nothing of either art or window display 
—they merely take them for granted, and if they 
think at all they think that windows such as these 
“just happen”—yet they are thrilled by some com- 
bination of color, or other artistic effect, without 
knowing why. Artists, architects, art critics of ac- 
credited standing who make it a point to keep in 
touch with Field’s windows, are all of the one 
opinion—“Wonderful! Beautiful!” 

The corner window at State and Washington 
Streets is artistically and architecturally beautiful. 
Five very life-like wax figures are most appropri- 
ately posed and wearing gorgeous evening gowns 
in colors and combinations of colors out of which 
the color scheme of the entire background might 
have been taken. The general background scheme 
is one of gray marble walls and columns combined 
with gold relief, rose velvet, lavender metallic hang- 
ings, rose and gold brocade. In the center of the 
background of imitation marble is an opening in 
which are hung heavy rose-red velvet draperies on 
either side, and in the center between the two is a 
drapery of lavender metallic cloth upon which a 
spotlight is turned. The central decorative feature 
of the entire window is two huge female figures 
which form a part of the double column at each side 
of the center opening. They are in a kneeling pos- 
ture, their head supporting the ornamental part of 
the column, hands extended and supporting a large 
gold and silver sphere. 





At either side of the window and near the glass 
on State and on Washington Street is a marble base 
about three feet high and with four steps down to 
the floor. Upon each of these is a beautifully carved 
ornamental chair in purple framework, gold relief 
and upholstered in rose velvet. A figure is seated 
in one of the chairs. The tones of the background 
are artistically worked into the grain of the marble 
of these steps, and the entire effect is most wonder- 
ful, and one can never become tired in looking at it. 


Another interesting pair of windows that are 
causing much attention and universal admiration 
from all alike are the two three-quarter size statu- 
ette models, finished in dull green tone and draped 
with beautiful heavy silk piece goods. The figures 
are especially posed, and seem to be holding up a 
piece of the goods draped about them in an effort to 
“show” it to the people looking in the window. 
There are two of these windows. One has a figure 
seated on the base, the others are in artistic standing 
postures. The backgrounds of these two windows 
are of pleated silk in dull blue-green and green-gold 
shades. 

A section of three windows on Washington 
Street, east of the entrance, and one of five win- 
dows in about the same position on Randolph 
Street were done in lavender and purple pleated silk 
backgrounds; flat coverings of the same material 
at the sides of the windows and on plain rectangular 
columns. Artistically worked in and combined with 
this were masses of lavender and purple colored 
foliage. One window in the center of each of these 
scenes was of the out-of-doors showing a lake and 
distant hills. The foreground was of trees in the 
color of autumn and swaying against an October 
wind. Riding clothes were shown. 


The atmosphere of the picture and the display 
of riding clothes made a most impressive and realis- 
tic picture. This series of display windows has 
attracted much admiration from everyone. The 
unity of color as well as the excellent handling of 
the various details of the scheme are, perhaps, 
responsible. 

The large window at the corner of Randolph & 
State is another complete work of art in itself. It 
is unlike any other window of this store at this 
time, yet it is unmistakably and typically Field’s. 
A wonderful background scenic painting of trees, 
walls towering above a water pond with water 

















MAKE YOUR 
CHRISTMAS DISPLAY 
A BIG SUCCESS 


BY USING 


The 
Fashion Floodlite 


It will produce artistic, decorative effects that 
will make your display worthy of attention. 


This inexpensive unit will flood your window 
with colored or white light and at the same 
time concentrate a spot of light on any article 
you may desire to bring into prominence—the 
possibilities for beautiful lighting effects are 
unlimited. 


Well made of aluminum (non-breakable) — inside 
highly polished—outside japanned. Readily attached 
to ceiling by means of universal joint. Shipped 
complete, ready to install in a few moments. Satis- 
faction guaranteed. : 


Price complete with wire and plug 


$13.25 


Color unit with five sheets assorted colored 
gelatine, extra 


$3.25 


(globe not included) 
DESCRIPTIVE LITERATURE ON REQUEST 


BRIELOFF MFG. CO. 


119 Lafayette St. (Dept. 12) New York 
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lillies. This comes right down to the floor of the 
window. A beautiful background effect composed 
of arch and walls, columns, etc., augmented with 
appropriate foliage and done in colors of light 
green, yellow, champagne, lavender and red, handled 
with the utmost artistic care makes a most magnifi- 
cent setting for the figures posed about the window. 


Celebrates Anniversary of Columbian Exposition 

In connection with the fall opening, Field’s, in 
co-operation with the Historical Society, are cele- 
brating the Thirtieth anniversary of World’s Fair. 
The event was advertised considerably and the at- 
tendance has been beyond all expectations. A large 
section of the third floor was given over to the ex- 
hibit. The Columbian Arch was reproduced and in- 
side in the various booths were souvenirs, relics, 
photographs, letters, records and numerous other 
things gathered from every possible source to make 
the exhibit as realistic as possible. The place has 
been packed with people all hours of the day since 
its opening to the public. Thousands of Chica- 
goans, and others, are enthusiastically “seeing the 
World’s Fair over again,” and thousands of others 
are getting their first conception of the magnitude 
of this world famous and historical event of thirty 
years ago. 


Mr. Kagey Has Some Beautiful Windows 

The opening windows of Mandel’s were espe- 
cially beautiful this season. Mandel’s, as well as 
most of the other State Street stores, had their 
openings a week ahead of Field’s. The background 
was especially attractive, being a different treat- 
ment of the same architectural effects as used in 
the Spring and throughout the Summer. The 
twisted columns and arches were painted gold and 
backed by a black velour curtain. In the center 
arch was a polychrome doorway backed by a bro- 
cade silk curtain. A rich oriental rug was used on 
the floor over the marble tile. Well selected and 
charmingly arranged merchandise was used in color 
units. Figures were posed in beautiful evening 
gowns. 


Excellent Merchandise Displays at Stevens’ 

The opening windows of Chas A. Stevens & 
Bros., were made wonderfully interesting and at- 
tractive without any pretense whatever of special 
background treatment. The large island window 
was the center of attraction, being devoted to the 
display of women’s evening apparel of the most 
gorgeous colors, rich fabrics and smart styles. Two 
huge bouquets of live flowers, one near each end 
of the window was sufficient to emphasize the 
special occasion. The other windows in the lobby 
were devoted to especially attractive merchandise 
in keeping with the rich appearance of the larger 
window and the occasion of the Autumn opening. 
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W. A. McCormick, of the Boston Store, is also 
showing a new set of caenstone backgrounds with 
some special and additional decorative features in 
the way of relief panels of polychrome designs sup- 
planted with a huge vari-colored vase filled with 
flowers suitable to the other elements in the decor- 
ative scheme. The large corner window is made 
the feature of the front with alcove opening panels 
showing a painted scene. 


Tannehill’s Displays Always Gems 


Remarkable as it. may seem, Carson, Pirie, 
Scott windows seem to maintain a characteristically 
rich, always attractive and interesting effect with- 
out any noticeable change in the architectural or 
physical background effect. Mr. Tannehill succeeds 
in putting a lot of artistic talent into the selection 
of merchandise before he gets into the window. 
And the results he attains is ample proof that his 
system (or judgment) is sound and practical. The 
climax to every one of his window displays is in the 
particular merchandise shown. It is shown with 
other things that are highly attractive in them- 
selves, but somehow they seem to be there for the 
express purpose of showing off the main element 
in the trim at its best. 

Each of the State Street windows devoted par- 
ticularly to women’s wearing apparel has for the 
center of the otherwise severely plain Monk’s cloth 
background, handsome paintings of appropriate sub- 
ject or color, or both. This certainly adds a classi- 
cal decorative effect to the setting. And that was, 
perhaps, the real purpose back of the use of the 
paintings in the first place. But in addition to the 
effectiveness so obtained in the decoration of the 
window, this use of such pictures had greatly stim- 
ulated the sales of them in the art department. 


Higher Display Standard at Fair 


With each succeeding season the Fair’s windows 
seem to be working steadily toward a much higher 
standard, both of display and of the character of 
merchandise displayed. No doubt a higher stand- 
ard of merchandising and store policy is back of 
it all. The windows, after all, are the true reflection 
of, not only the things for sale in a store, but the 
way they sell them. The beautiful window back- 
grounds that have graced the State Street windows 
during the past spring and summer season have 
been transferred to the stretch of windows along 
Adams Street which have always been backed by 
mirrors and rarely ever showed any special display 
effort other than the ordinary merchandise window 
trims. The new backgrounds combined with a 
noticeable better grade of merchandise and with 
the added value of more careful display work makes 
this set of windows “stick out like a sore thumb,” 
if we may use the comparison. 





























L.A.FELDMAN 


Fixture Co., Inc. 
32 West 32nd St., New York 


Costume Form 


We make 
this Style 
in all 
types of 
Display 
Fixtures 


<<? 


Let us 
Estimate 
on your 
Require- 

ments 





Our 
Colonial No. 2 
Design 
Solid Walnut Fixtures 
are inexpensive and 
refined in appearance 


and built for Service 


Lingerie Stand 








Triple Top Table, 36 Inches High 





51 























52 


THE DISPLAY WORLD 























Effective 


Color Combinations 


The Biggest Secret of 
Successful Display 


Often the best conceived window display 
is ruined by a faulty color effect. This has 
ever been one of the most difficult prob- 
lems in the successful practice of window 
display art. 


The Taylor Color Chart, invented a few 
years ago by artists to improve their own 
use of color and introduced to displaymen 
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only one year ago has proven its great 
practicability and worth. It has in a short 
time obtained the approval of a great many 
displaymen and is used by the leading stores 
of the country. 


PATENTED COLOR CHART 


Size 22x29 inches, reinforced with linen back. 
Shows 96 colors—popular and standard—3 masks 
—one sheet of Pictorial instructions. 


COMPLETE, $15 POSTPAID 


Write for free bulletin, “Color as a 
Real Trade Builder” 


The DISPLAY WORLD 
Exclusive Agents to The Display Field 
CINCINNATI, OHIO 
































A Showcard to Receive Attention 
Must Receive Attention in the Making! 


are made for your exact needs. 


Write for your Nat-Mat Sample Book. 
prove a valuable reference book. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Ave. 


It will 


Chicago, Illinois 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
Kleradesks are giving entire satisfaction, Saves 
time locating, distributing or sorting papers. 
Takes less space tharatray. Sent FREE trial. 


leradesk 




















Mailing Lists 


L\ Will help ng increase sales 
? Send for FREE catalog showing 
~~ ak re names of your 
= mesh = fy 
hente et aa Mailing Lists. 


7% 99% Srteland ot 5 Fcnch 
Ross-could Co a St. Louis 
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WRITE US 


| 
For Descriptive Circular and Samples of | 
| 


XMAS SEALS AND CUT-OUTS 
All Sizes from 1-inch to 10-inch. 
SANTAS-HOLLY-XMAS TREES—POINSETTIAS 
Beautifully Colored. Gummed Ready to Use 
on your Holiday Display Cards. 


W. B. YOUNG, 160 N. Wells St., Chicago 














Building Effective Furniture Displays 


(Continued from Page 19) 


furniture, by whom executed, date planned, description 
of display, and all things which form a vital part of 
the display. 

We feel that we are especially proud of our display 
work in furniture, for no other class of work gives so 
wide a scope for the achievement of the true decorative 
type. The department store work is necessarily limited 
for it is only during fashion displays and season open- 
ings that the displayman has an opportunity to show 
his ability. The rest of the year is usually given to 
value-giving work of a more or less crowded nature. 
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Pacific Coast Display Activities 


Kieth-O’Brien in new home—Charles Morton stages unusual fashion 
review at Weinstock-Lubins—Fall displays surpass previous showings 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 





me: a HE Keith-O’Brien Company of Salt Lake City, 
i 5 Utah, is now housed in its recently com- 
"A>_} pleted new home. The new build:ng, although 
not quite as large as their former store, is modern, con- 
venient, and possesses a beautiful, dignified appearance 
surpassed by few stores in the United States. 

The front of the store presents an unusually beauti- 
ful appearance, and the window space allows J. N. 
Stewart, display manager, ample opportunity to carry 
out policies which have been characteristic of this com- 
pany for many years—extensive, beautiful and artistic 
display conceptions. The windows are in an arcade 
arrangement, with one large center island window 
between the two entrances, as well as spacious windows 
at each side. The backgrounds of the windows are of 
Italian Travertine marble, with removable panels, while 
the floors are of this same beautiful stone. The light- 
ing equipment is of most modern type and installed ac- 
cording to most advanced ideas of electrical installation, 
so that any lighing effect is easily and readily obtained. 






“Solomon in all his glory was not arrayed as one 
of these” is a most fitting remark when speaking of 
the fourteen attractive young ladies who so charmingly 
displayed the latest Fall fashions in Weinstock-Lubin’s, 
of Sacramento, Calif., “Fall Style Revue.” To enter 
the second floor of this style empor:um of Sacramento 
at 2:30 on the afternoons of Sept. 4th and 5th, was to 
feel that a harmonious, dazzling and fascinating league 
of nations had made an invasion into the “World of 
My Lady’s Dress.” It was here that the stage repre- 
senting a Chinese silk shop, with long promenade lead- 
ing from the dressing rooms, was set. 

The “Revue” was arranged according to a pro- 
gram. The prologue gave the theme of Fall fashions, 
accentuating the predominating note of sparkling, scin- 
tilating, beautifying Asiatic influence. The five acts 
following in turn displayed delightful morning wear 
and negligees, the straight, slenderizing frocks and 
coats for street wear, when the day is quite young and 
business-like, correct sports wear, afternoon and semi- 








READY FOR THE HOLIDAY SEASON? 





553 57022 boS 547 sal 









401 BECKEL BUILDING 





—Let Onli-Wa Sell Your 
Jewelry and Leather Novelties 





QUALITY AND ORIGINALITY 


THE ONLI-WA FIXTURE CO. 


Dept. D. W. 


&) NLI-WA fixtures cut selling time 
and selling space in half. All 
merchandise displayed attracts 
" sales, giving salesmen more time 
to wait ona greater number of customers. 





Show holiday jewelry and leather novel- 
ties the Onli-Wa—it’s the best way. 


All fixtures ordered now will be shipped in 
time for displaying your holiday merchandise. 


Have you our Catalog showing full 

line of fixtures for every purpose— : 

interior and window? Write for 
your copy today. 


DAYTON, O. 
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What Will Attract 
More Attention Than 


a Revolving Display? 





Get your displays in motion. Make peo- 
ple “Stop and Look!” Your goods are half 


sold then. 


Display Tables for loads up to 1,000 
pounds carried in stock and_ shipped 


promptly by us. 


Other accessories also manufactured by 
us for use in mechanical displays of all 


kinds. 
Write now while we 
have them in stock! 


Winfield H. Smith 
1011 Lock St. 


Buffalo, N. Y. 





























SPECIAL WINDOW DISPLAY 
MONTHLY PHOTO SERVICE 


of New York Stores, the Style 
Center of America 


Eight all new, up-to-date photos 
supplied all together on one sheet 
14 by 17 inches 


Service No. 
Eight Department Stores of different 
e varieties. 
Eight Ladies’ Ready-to-Wear Display 
e Windows. 


Eight Gent’s Furnishing Display Win- 
e dows, varied. 


Eight Millinery Windows—Large and 
e Small Stores. 


Eight Shoe Store Windows — Dept. 
e Stores—Specialty Shops. 


Un ee GQ NN = 


$ Monthly for each service. State service 
number desired. Send cash, check or 
money order, or write for our. sheet giving 
details on 60 other Standard Department 
Store window displays of eight each. 


Worsinger Window Service 
Member I. A. D. M. 
124 West 34th Street New York City 




















formal wear, and the fairy-like, bewildering dinner and 
dancing gowns. A most charming note about the mod- 
els was that the tresses of each miss matched the gown 
she showed so prettily, whether it was Chinese blue, 
Chinese red, or shimmering metal cloth of gold. 

To Charles W. Morton, well known display mana- 
ger for Weinstock-Lub:n & Co., goes the credit for 
this wonderful style show. His opening display win- 
dows in place at the time of the Revue were gorgeous, 
near perfect displays, all carrying out so successfully 
the predominating note of “Chinese influence.” 


Mr. Henry Gylemswan, of Walker’s, Salt Lake 
City, Utah, is another prominent display manager who 
has accomplished a most successful style show this Fall. 
The stage, about thirty inches in height, constructed on 
the second floor of the store, was beautifully arranged 
and decorated in Chinese designs. Strains of Oriental 
music, by an eight-piece orchestra, added the proper 
atmosphere to the entire setting. The crowds of people 
so eager to see this beautiful showing necessitated po- 
lice protection, much as a crowded thoroughfare, and 
it became necessary to allow only a certain number of 
people in at a time. 

The opening windows at Walker’s also merit much 
praise. The well-posed wax figures dressed in most 
fascinating Fall fashions, against the black velour 
drapes, with the wide gold frames, indeed made beauti- 
fully attractive pictures for Walker’s “Art Gallery” of 
Fall fashions. 

During the entire month of September the display 
windows of Los Angeles department stores and spe- 
cialty shops have been a series of gorgeous showings 
of Fall styles from at home and abroad. L. A. Casan- 
ovitch, display manager for Bullock’s, has been using 
some wonderfully attractive screens, about eight feet in 
height and possibly six feet wide. These screens are 
of silk velour, one in burnt orange, another in peacock 
blue, and another in green, with gorgeous Oriental em- 
broidery in harmonizing colors. 


In the windows of J. W. Robinson’s Department 
Store, H. C. Pettit has worked out a series of panels 
in the background of all of the windows. These panels 
reaching from ceiling to floor, about three feet in 
width, are constructed of real silver leaf. This silver 
leaf is so arranged as to give a soft, fluffy effect, and 
the observer from the street wonders how the large 
silver flakes are held in place. Upon these panels are 
futuristic grape vines in pastel metallic tints, so ar- 
ranged to appear as if they were appliqued in place. 
In the large corner window, where the vine was of soft 
lavender tints, a gorgeous evening gown of the same 
color, with shimmering silver trimmings, was the cen- 
tral unit of the display. At the left was a purple gown 
and at the right one of silver metal brocade. The floor. 
covered with black felt, served to bring out the beauti- 
ful effects of the entire display. The attention to detail 
and color harmonies in all of Mr. Pettit’s displays is 
plainly evident and far beyond criticism. 
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_ hristmas Display Cards 
blue, * 2 e e 
of individual design 
mana- 
it for : f : : 
Mein. For years Daily’s cheery, colorful Christmas dis- 
a play cards have set the standard. Why? Because 
oe their quality, style and distinction have succeeded 
sfully in “paying their own way.” Display men re-order 
season after season because they know that these 
Pale cards are an investment, not an expense. 
"Who This is a reproduction Ginger up your displays for the holidays! Daily’s 
Fall. of one of the new cards, beautiful four-color Cards will help—write today for 
od on printed in four beautiful snappy new circular showing the Cards in their orig- 
colors. Write for illus- inal four holiday colors. ' 
inged trated circular showing 
ental complete line. ° 
roper ; S 
eople — 
1 po- yy i “ } 99 
| » TRADE MARK REGUS PAT.OFF. 
:° BRUSHES ano SUPPLIES 
nuch occupy a place at the TOP because they have earned 
most it. For 100 per cent efficiency in your work, use 
“Perfect Stroke” Brushes and Supplies. 
‘lour 
auti- Y 
- BERT L. DAIL 
126-130 E. Third St., Dayton, O. 
play 
spe- 
ings 
san- 
sing 
t in i Y I + 
we BY ou Are Invited 
OC HM : 
Ht Z 
em- i TO INSPECT OUR DISPLAY OF CHRISTMAS 
i DECORATIVES which are now being shown by 
ent our representatives. 
1els ! 
% * % % 
els 
nay There is a WIDE RANGE of BEAUTIFUL, 
» | ORIGINAL DESIGNS from which to make your 
= i selection. 
inal i er eo 8 
are ii 
ar- i And PRICES that are UNUSUALLY ATTRAC- 
& TIVE. 3 
it Hh ; 
” Write for Catalog DW-23 


af L. BAUMANN & CO. 


us 357-359 West Chicago Avenue Chicago 

















| Che Cardboard is the 
Foundation of the Show Card" 


The best Show 
Cards in the world 
are made on Cres- 
cent Brand Card- 
beard—that is why 
they are the best 
Show Cards. 


Send today for our 
new catalog and 
price list, and be 
convinced of the 
superiority and the 
economy of Cres- 
—_—_—- cent Brand Boards. 


CHICAGO Yt Baur COMPANY 


064 - 670 West Washington Boulevard 
CHICAGO — ~~’ _ILLINOIS 
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BEAUTIFUL DISPLAYS BY E. S. COWGILL FEATURE 
METROPOLITAN’S TENTH ANNIVERSARY 
The Metropolitan Company, Dayton, Ohio, observed its 
tenth anniversary during the week of September 17, with 
an elaborate program of style features and entertainment. 
All windows of the store were given over to the occasion 
and Eugene S. Cowgill, the store’s illustrious display 
manager provided display conceptions of unusual merit. 
Mr. Cowgill also directed the style revue in which appeared 
several living models on the night of September 18. 





W. H. Penney, formerly display manager for Newman- 
Stein Co., Cleveland, has established a display service for 
national advertisers. Headquarters are to be maintained 
in Cleveland where Mr. Penney has many advantageous 
business acquaintances. 





Although the general offices of the Curtis-Leger Fixture 
Co., are to be moved to their enlarged factory, the sales- 
rooms and sales department will remain at their present 
location, 235 W. Jackson Blvd. Work is well under way 
on the expansion of the factory which is being practically 
doubled in size. k 


: A REAL Show Card} 
# Writer’s Outfit 4 


¥ With Watson’s “Monogram” Show Card Writer’s 4 

@ Outfit you can’t help turning out rapid, high class § 

6 artistic show cards. And your materials will always a 
be in one place and kept clean and free from dirt. 


Look at the list of contents A 
below and then at the price. a 


Only $5.25 Postpaid } 


Everything nicely and compactly arranged in a well-made 
box with hinged cover. Shipped prepaid on receipt of price. 

Send for our new complete catalog of Show Card Writers’ 4 
supplies. 


WATSON’S SHOW CARD. WRITERS’ OUTFIT 8 


Up-To-Date. Consisting of 

7—2-0z. bottles assorted show 
card colors. 

1—No. 4 Red Sable show 
card brush. 

1—No. 8 Red Sable show 
card brush. 

1—No. 10 Red Sable show 
card brush. 

1—%-in. one stroke Black 
Sable brush. a 

1—¥%-in. one stroke Black 
Sable brush. a 

1—Dozen Hunt’s round writ- 
ing pens. 2 

2—Refills for same. 

Bi arime 2 1 shading pen, 

1—Bottle black card writer’s 
ink. 

1—Book, “How to Write a 
Signs and Show Cards.” 

All packed in hinged wood @ 

box. Mailing weight, 5 Ibs. 


GEO. E. WATSON CO. 


g@ Dept. 10 62 W. Lake Street Chicago, Il. 
BSESBaBESBEEeEEBEHREeHRBEHESBEHEHRBEHEaBaB SB BS 





L. M. PEGRAM TO DIRECT DISPLAYS FOR 
BEDELL’S NEW CLEVELAND STORE 

L. M. Pegram, who has served as display manager in 
the stores of Bonwit-Teller, New York; Oppenheim-Col- 
lins, and the Ames Company, Cleveland, has been selected 
to direct the display division of the new Cleveland store 
of Bedell & Co. Mr. Pegram will be remembered through 
his splendid success as chairman of the Cleveland I. A. 
D. M. convention committee. 





BUSINESS INCREASES NOTED AS A RESULT 
OF “X” LABORATORY CONTEST 

Reporting on a recent window display contest con- 
ducted by the “X” Laboratories, New York City, one of 
the executives of the organization states that merchants 
who co-operated in the contest reported business increases 
ranging from 50 to 350 per cent, directly attributable to the 
sales power of efficient displays. Display contests form a 
prominent part of every “X” Laboratory sales campaign. 





O. H. Giljohann has resigned as display manager for 
Breithaupt, Milwaukee, to assume a similar position with 
Steven’s Ready-to-Wear Store, same city. 





XMAS DISPLAY CARDS 


Our 1923 Ready-to-Letter CHRISTMAS SHOW CARD BLANKS ARE READY. 
They are printed in “peppy” Christmas Colors. Write now for FREE Colored 


sample sheet. You'll save money. 


DICK BLICK — BOX 437D — Galesburg, Ill. 
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Decorative Fabrics of Distinction 
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| ° High quality brilliant lustre for dis- 
R e g ence S l lk r l us h play purposes unequalled. A staple 
decoration for windows in 30 colors. 


Widths 24, 36 and 50 inches. 





PS Pr a oa. 


: A beautiful innovation in brocaded 
Regence S upersilk P lush design made in 30 colors to match 
wg a our Regence Silk Plush. Widths 24, 
36 and 50 inches. 





— («OD 


A rich grosgrain faille in lustrous 


Regence Calcusilk. colors of one and two tone. Adapted 
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sii especially for draping and window \ 

trimming in 20 colors to harmonize N 

in with any color scheme. Width 50 N 
‘ol- inches. \ 
ted N 
gh The new non-fade drapery of excep- \ 
- Reg ence Veloreen tionally high lustre. This material N 
hangs in soft luxurious folds. Par- \ 

ticularly adaptable for a background N 

where inconspicuous splendor is de- N 

n- sired. Excellent for puffing in men’s N 
“ forms. Made in 10 colors. Widths N 
# 36 and 45 inches. N 
he N 
i . Silk velour in 20 colors. Width 50 J 
Regence Silk Velour wa." 
: 
od The Regence Line is carrred by leading fixture houses in the United States and Canada N 
Incorporated \ 

17 MADISON AVENUE . - . NEW YORK CITY { 
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More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for. Speed. Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—lHllustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
alphabet plates 


PER When ordered in BOTH 
$3.5 copy Samination with © FoR $4.50 


The Display World. 
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| Ofe Standard School 
of Jettering is ~~ | 


i \\ed Up till Fa] 


The personal attention 

iven to our students 
limits our enrollment to a small num- 
ber compared to the applications on 
file Our waiting list will absorb 
our summer enrollments To get in 
on our fall classes starting in Sorter 
ber you should write us today and 
make your reservation 


Send coupon below for turther mnforma- 
tion on Our Practical Course ndcettering 
and Show Card Writing 


School of Jettéring 


6433 Ravenswood Ave —~ Chicago, 111 




















] would like further information on your course of 
Instruction in dettering and Show Card. Writing— 


Name 
St No. Crt. y 
State Occupation 





































THE DISPLAY PUB. CO., CINCINNATI, O. 


Enclosed find $_-.---------- TO PAY FOR ' 
C] The Gordon Book. i 
_] The Gordon Book and a full year’s subscription to 
The DISPLAY WORLD. | 
MMBC nn ncccinguinengcardadinh ening idan ana | 
Adress: 20S oe ee 
ICY seit ot hie ee ee 


DM-5 


Faces cea cene. ner: eee: seen ae nig ane nee acai 


Btatess uated 
NOTE—If remitting by check add 10c for exchange. | 
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HOWARD GILLESPIE TO DIRECT DISPLAYS FOR 
BIG CHAIN STORE ORGANIZATION 


Howard M. Gillespie, of the display department of 
Mabley & Carew Company, Cincinnati, has been selected 
to direct the display division of the George Golde Co., 
Cincinnati, an organization operating a chain of high-class 
men’s furnishing stores. 





HOWARD M. GILLESPIE 


In Mr. Gillespie, the prominent furnishings organiza- 
tion has obtained artistic talent and executive force far 
above the ordinary, and it is confidently anticipated by 
his many friends that young Mr. Gillespie will promptly 
prove the wisdom of his selection for one ‘of the most 
important display directorships in Cincinnati. 

Mr. Gillespie had served twelve years in the store of 
Mabley & Carew, and during this time availed himself 
of every opportunity to gather knowledge valuable to him 
in his intended affiliation in the mercantile field. Succes- 
sively he served in various capacities until six years ago 
his artistic inclinations attracted the attention of John 
Weber, manager of the display department. 





STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC., 


required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at> Cincinnati, Ohio, for October, 1923. 
State of Ohio, County of Hamilton, ss. 

Before me, a notary public in and for the State and County 
aforesaid, personally appeared Nathan Silverblatt, who, having duly 
been sworn according to law, deposes and says that he is the Secre- 
tary of The Display World and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, man- 
agement, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 24, 1912, embodied in 
section, 443, Postal Laws and Regulations, printed on the reverse side 
of this form, to-wit: : 

_1. That the names and addresses of the geeeee. editor, man- 
aging editor, and business managers are: ublisher, The Display 
Publishing Company, 1209 Sycamore St., Cincinnati, Ohio; editor, James 
W. Foley, 1209 Sycamore St., Cincinnati, Ohio; managing editor, James 
W. Foley, 1209 Sycamore St., Cincinnati, Ohio; business manager, 
H. C, Menefee, 1209 Sycamore St., Cincinnati, Ohio. 

2. ‘That the owners are: H. Menefee, 1209 Sycamore St., Cincin- 
nati, Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; 
& E. Menefee, 528 Walnut St., Cincinnati, Ohio; Maude Menefee, 2018 
Clarion Ave., Cincinnati, Ohio; Louis Silverblatt, 540 Stewart Place, 
Cincinnati, Ohio; Stella Silverblatt, 3561 Lee Place, Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and other security 
holders owning or halding 1 per cent. or more of total amount of 
bonds, mortgages or other securities are: (If there are none, so state). 
There are no bondholders, mortgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security .holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in'a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association, or corporation has any 
interest direct or indirect in the said stock, bonds, or other securities 


than as so stated by him. 
NATHAN SILVERBLATT 


(SEAL) 
Sworn to and subscribed- before me this 19th day of 
Sept., URBANE B. GILLETT, 


(My commission expires October, 1923) 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 


HALFTONES 
ZINC ETCHINGS 


We FEATURE 


CBR 


Q25 W. FourtH Str. 


CINCINNATI. O. 





HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 
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What the “Passerby” 
Thinks of you 4 
or Your Store ° 

largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 








A Paasche Did It! 


A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 


PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your “Tomorrow” Customers! 
WRITE FOR CATALOG 


Sadide dar Tusk Co 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST. 




















WLLL ALLL LLAMA hh 


BRUSHES — COLORS — CARDBOARD 


awaits 
your 
request 


Address: Supply Dept. 


DETROIT SCHOOL OF LETTERING 
DETROIT MICH. 


BRUSHES—COLORS—CA RDROARD 


ULLLLLLLLLLL LALLA dddllddddilddldldlddllddddd 


XMAS 
DISPLAY 





Whole, or in part, 600 lineal 

feet of Papier Mache Icicles 

in full relief. 2 to 4 feet drop, 
50c per lineal foot. 


Arctic Scenic Panels. Beaver 
board panels. Life size Rein- 


deers, full relief. 





For particulars apply 


Display Department 


PEOPLE’S OUTFITTING 
COMPANY 


150 N. Michigan Avenue 
DETROIT, MICH. 
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BRUSHES 8 SUPPLIES. 


COU VUENNUUTAN TENET TDs 




















E COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 
SHO-CARD BOARD No. cea cde ee eS 


i is oe Pure Salle Rigetr... ks 39 


CONN Nin, AAANHUATAAIUNNUNENAN 














Hl 2 2-Ounce Water Color (Red & Black)------- 50 

ni East: Cord ‘Cater... 25 

| DU LL COATED 1 Show Card Instruction Book—FREE 

i TU RTT TE eee $2.50 

i : 

)  Worns with tHe ARTISTin PRODUCING ATTRACTIVE Sicns PEN OUTFIT FOR $1.00 

| THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW : rw ee eee since $ - 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER Miia La... As 
BLACK -NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 1 Double End Penholder_.----.__-.-.--.----- 15 
TURKEY RED-COCOA-OX BLOOD-ROYAL PURPLE - BEAUTY PINK ee ae 


OLDROSE-BUTTERCUP YELLOW: GULF BLUE-TERRACOTTA CASCADE BLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY 


3436-38 MARKET ST. PHILADELPHIA 


P Opportunity &xchange “ 


These Outfits will be Sent Prepaid 


Arthur CF. dioerauf ©@Co. 


Sign & Show Card Supplies 


525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 





























Mien Wanted Positions Wanwd For Sale Wanted Buy 








FOR SALE—Fleece-lined Jersey cloth, 


DISPLA YMEN taped elastic top slippers for displaymen, ASSISTANT WANTED 


WANTED an eines ves elt ni i A large department store in a Pacific 
pocket hammer, 4% in. long, nickel plated, Northwest city has an opening in its 





To sell widow display fix- 


patented, 85c postpaid. 


window. display department for a high- 


J. M. WALTERS, Mfr., 


grade assistant who is experienced in dis- 


tures on liberal commission 220 South Benton Way, Los Angeles, Cal. playing fine merchandise in an artistic 
basis manner. A man of steady habits and good 


Window Trimmers, Displaymen — Paint character, with ability and enthusiasm, 
ARTISTIC WOOD your own Scenic Background and Artistic will find this a good position. Applications 
TURNING WORKS 


Accessories. We teach you how by Mail. must state age, whether married or single, 
Ous Exclusive Correspondence Courses in ; : 
and be accompanied by full details of ex- 
529 N. Halsted St. 
Chicago, Ill. 























Theatrical Scene Painting and Pictorial 
Arts are practical and inexpensive. We perience. 
also sell Imported Theatrical Scenery 
Models; they are wonderful. Send stamps 
for Illustrated Literature and Price Lists. 
Enkeboll Art Institute, Omaha, Neb. 


Address “J. O.,”’ 
Care The DISPLAY WORLD. 























OPPORTUNITY EXCHANGE ADS ARE “GO-GETTERS” 
No part of the display field is overlook by The DISPLAY WORLD. 
No part of The DISPLAY WORLD is overlooked by those interested 
in the display field. That's why your advertisement in the Oppor- 

tunity Exchange will get results. 
The rate is low, $1.50 per column inch 
The results are always satisfactory 
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Here’s a Book 
You Ought to Have 


Complete 
Advertising 
Handbook 


$ 


413 pages—148 illustrations 


1.c,8. 
ADVERTISERS 
BKEDOBOOK 





OCKET size. The handiest book on Advertising ever written. 

Full of ideas that will help you in your business. 413 pages. 
Only $1—postpaid. Note this partial list of contents:— 

How to write advertisements; how to make layouts and choose 
type; how to order engravings, electrotypes and stereotypes; em- 
bossing, lithography and color advertising; illustrating; novelties; 
general advertising; department store advertising; mail order adver- 
tising; outdoor advertising; circulars, catalogs, booklets, house organs, 
sales letters; Trade Mark Law, etc. 

Just fill out the coupon below—slip it into an envelope with a 
dollar for each book and mail. This 413-page Advertising Hand- 
book and any others you may want will come to you by return mail. 








INTERNATIONAL CORRESPONDENCE SCHOOLS, Box 9304, Scranton, Pa. 
I enclose $.......................for which send me, postpaid, the Handbooks 

marked X, at $1.00 each. It is understood that if I am not entirely satis- 

fied I may return any or all of them within five days and get my money back. 

0) ADVERTISING HANDBOOK WINDOW TRIMMER’S HANDBOOK 

(j BOOKKEEPER’S HANDBOOK AUTOMOBILE HANDBOOK 

CJ SALESMAN’S HANDBOOK LJ RADIO HANDBOOK 


Name 


Address....... . 
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Christmas 
Window Displays 


| Are You Giving This Matter 
Your Attention? 


Do Not Delay! 
Now Is the Time to Order! 


NEW 
BACKGROUND PAPERS, 
BORDERS, FLOWERS, WREATHS, 
PLACQUES, CUT-OUTS 
BASKETS, ETC. 


Send for Catalogs 


Doty & Scrimgeour Sales Co., inc. 


“BETTER WINDOW DISPLAYS.” 


30 READE STREET NEW YORK 











Manufacture of Wax Figures 
(Continued from Page 13) 

life is, first, the removing of any heavy growth of hair 
from the parts to be taken. These parts are then 
greased with vaseline to prevent the plaster from cling- 
ing to the flesh. Fine strong cord is then placed along 
the flesh at the points to cut the plaster for removing. 
This is called a string or waste mould, so called a waste 
mould because it allows only one casting of the object, 
and must be broken or chiseled away from the first wax 
casting and thereby destroyed. 

After the preparation of greasing the flesh and lay- 
ing the strings, the plaster is applied. The applying of 
the plaster to a greased and slippery upright surface 
of flesh and make it stick in the required thickness will 
be well understood by those who know and demands 
skilled and experienced workmen who have spent many 
hours in practice. The flirting on of the plaster, as we 
term it, must be done deftly and quickly, with a sense 
to its gradual hardening or setting, sufficient to hold its 
own weight from slipping off the flesh while being 
carefully applied to the necessary thickness. During 
this time the model must be perfectly still to prevent 
the soft plaster from cracking. Before the plaster be- 
comes too hard the strings we have laid along the flesh 
are drawn through, cutting the plaster into the neces- 
sary sections for removing . Any slip in this operation 
means chiseling and breaking the plaster from the body 
in pieces. 

Continuing this operation on all the different live 
models for their parts, as shown in the illustrations, we 
have now procured all the rough moulds of the parts 
we need, and proceed to cast from these rough models 
the wax reproductions for our master model. The 
illustrations will show the breaking away of this rough 
or waste mould from these casts or wax reproductions 
of the live model. All parts being cast, they must now 
be assembled to constitute the complete master model. 
To this extent we are now finished with the live models, 
and for ths time and expense we have obtained only 
the original models of the different parts. The assem- 
bling means the joining of the head to the body, the 
hand to the arm, the arm to the body and the body to 
the papier mache model of the leg pose. In doing this 
all parts must be fitted and posed in their respective 
positions and remodeled at those points where mechani- 
cal attachments are applied, and to conform to the 
standard measurements for commercial use. 

This master model now complete and assembled, as 
shown in the illustration on the second page of this 
article, we are only just ready to make the final plaster 
piece moulds from which the finished wax reproduc- 
tions are cast. 





Vv. K. BASEHART TAKES DIRECTOR’S POST 

V. K. Basehart, for several yeaers a member of S. R. 
Mackabee’s staff at The May Company, Cleveland, is now 
directing interior and window displays for the Bee Hive 
Store, Massilon, Ohio. 
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Items from Manufacturers 











SCHACK’S CHRISTMAS FLOWER BOOK 
NOW OFF THE PRESS 

The Schack Artificial Flower Co., 1739-45 Milwaukee 
Avenue, Chicago, IIl., is now mailing out the New Christ- 
mas Flower Book, which is a “Gold Mine” of information 
as to what is authentic in window and store interior dec- 
oraton for the coming Christmas season. 

Schack’s Christmas Flower Book has been compiled 
by a special corps of window display experts who have 
surpassed all previous efforts in the designing of new, 
novel and original decorative suggestions which embody 
“The True Christmas Spirit.” The book contains twenty- 
four pages, sixteen of which are profusely illustrated in 
color. This book is brim full of information that every 
displayman will be glad to receive. There are all kinds of 
decorations for the holiday season illustrated, from the 
simple to the elaborate. 

Each page in this latest Christmas flower book illus- 
trates the story of Christmas decorations in photographic 
reproductions, each one of which is fully described. We 
are sure it will prove mighty interesting readjng matter 
for you. Schack’s Christmas Flower Book will be mailed 
free to the readers of The Display World on request. 
Send you name, your firm’s name and address to the 
Schack Artificial Flower Co., 1739-1745 Milwaukee Ave., 
Chicago, Ill., and get your copy of this helpful book by 
return mail. 

DAVID SOBEL’S SONS INTRODUCE LEAF 
RENAISSANCE FIXTURES 

The new Leaf Renaissance bases and fixtures that 
David Sobel’s Sons are now manufacturing for some of the 
largest specialty and department stores, are cast of solid 
bronze and made as the finest of monuments which are 
also of bronze metal. 

This line of fixtures is made throughout, as dress, coat, 
tee, waist stands, pedestals and bases to costume forms. 
Samples are being offered on approval as the manufac- 
turers feel there is no fixture to equal them in utility. 
Write for details to David Sobel’s Sons, 143 Grand Street, 


New York City. 








DISPLAYS IN MOTION’ :; 

Winfield H. Smith, of 1011 Lock Street, Buffalo, N. Y., 
is the manufacturer of a line of revolving display tables 
that are adaptable for a very great variety of displays. 
The tables are supplied in the simplest form so that each 
user can apply his own original ideas to the erection of 
the table in his window. The tops of the tables are made of 
cast iron but have screw holes so that a wooden top of 
any desired size can be screwed on. Different types of 
tables are built for carrying various loads up to 1,000 
pounds. 





PERFECTOLITE SLIDES HELP SALES 

Quite a novelty in display fixtures is now being exploited 
by The Perfection Slide & Pictures Corp., 79 Fifth Ave., 
New York. Retail merchants in all lines of business have 
accumulated numerous advertising slides from the differ- 
ent manufacturers of the various products they sell that 
were displayed in local moving picture theatres. The Per- 
fectolite displays these same slides either in the window or 
on the counters of the various departments in the store 
itself. Aside from its advertising value the Perfectolite, 
With its mirrors, is a most attractive store fixture. 





DECORATIVE 
Scenic Paintings 


2Oc 


Square F'oot 


New light-tone paintings that stretch 
nicely and will not crack. 


“Write for Circular” 


BER-ZER STUDIO 
BARNEY BLDG. — DAYTON, O. 
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Put PUNCH in 


YOUR 


XMA 


WITH 


FLASHERS 


Ask for ideas, layouts, etc., 
without obligation 


PHOENIX SHOPS, Inc. 
SYRACUSE, N. Y. 


WINDOWS 
STARS 





























THE IDEAL MARKING SYSTEM FOR VARIETY STORES 


HOPP PRESS SYSTEM OF SECTIONAL 


PRICE TICKETS 


Patented July 6, 1920, November 29, 1921. 
Used by thousands of stores throughout the United States, 


“CONSIST OF INDIVIDUAL CARD NUMERALS 1 TO 0” 


_ Prices up to $9.99 may be made up as occasion requires 
without carrying in stock any particular price cards, elimi- 


nating all waste. 

SPECIAL VARIETY STORE ASSORTMENT 

Supplied in blue or red print 

cards, 2 inch print (all characters 1 to 0 and $ 00 
$1 to $9) and 25 enameled card holders, includ- ° 
ing 12 display cards, size 4x6 inches. 
THE HOPP PRESS, INC., 
132 West 14th Street Jumbo Dept. New York, N. Y. 


Window or Counter sets of 250 assorted 
Mail orders promptly filled—Samples and catalogue on request 

















Note our 
New 
| Address 


ADVERTISING | 
and Window Display 
Picture Frames 


PEERLESS FRAME AND MOULDING CO. 
12 EAST 12th STREET NEW YORK 





























Animated Theater Corporation 
Applied Art Studios 

Artistic Wood Turning Works 
Art Reproduction Co 
Baumann, -L. & Co 

Ber-Zer Stud?os 

Blick, Dick 

Bohling, Frederick A 

Brieloff Mfg. Co 

Calcutta Burlap Co 

Chicago Mat Board Co 
Cornell Wood Products Co 
Daily, Bert L 

Detroit School of Lettering 
Display Material Co 

Display World Publishing Co 
Doty & Scrimgeour Sales Co 
Feldman, L. A. Fixture Co 
Franke] Display Fixture Co 
Greenwald Display Fixture Co 
Hoerauf, Arthur F. Co 

Hopp Press 

Hunt Pen Co 

Hurlock Bros 

Hydol Plush Co 

International Correspondence School 
Kinnear Artcrafts 

Lyons, Hugh & Co 

Messmore & Damon 

Murdison Display Fixture Co 
National Card, Mat & Board Co 
National X-Ray Reflector Co 
Onli-Wa Fixture Co 
Opportunity Exchange 
Ornamental Products Co 
Paasche Air Brush Co 

Peerless Frame & Moulding Co 
Perfection Slide & Pictures Corp. ..Inside Back Cover 
Perry Rotary Fixture Co 
Phoenix Shops, Inc 

Pittsburgh Reflector & Illuminating Co 
Ross-Gould List & Letter Co 
Roth, Karl L. B 

Schack Artificial Flower Co 
Signs of the Times 

Smith, Winfield H 

Sobel’s, David Sons 

Standard Show Card School..................-- 58 
Timberlake, J. B. & Co 

U.S. Mica Mfg. Co 

Watson, Geo. E. & Co 
Worsinger Window Service 
Mane: Wl, Tic<v:nomsniitliannsiswraemnane ineaaaie 52 





VALANCES 


OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 

















XMAS PANEL PAPERS 


— in Roll Form—Large and Small Designs | 
6x9 Book of Samples Awaits Your Letter | 


NEW DESIGNS | 
With the Ever Popular Xmas Emblems | 


MURDISON DISPLAY SERVICE 
67 Wade Avenue Buffalo, N. Y. 


























Santa Claus Snow 


| will give to your holi- 
| day windows the true 
4a spirit of Christmas. 


4 You will find Santa 
i Claus Snow adds wonder- 
R fully to any holiday deco- 
‘| ration. It is made up of 

*'a multitude of crystal 
{clear flakes that glisten 
4/-and sparkle brilliantly un- 
| der any kind of light. 


4 Use Santa Claus Snow 

"on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., 22-si*iA 











DISPLAY SERVICE DISTRIBUTION SYSTEM 
12 E. 42nd St., New York City 


A National Window Display Service endorsed by leading manu- 
facturers specializing in distributing and installing sales-pro- 
ducing window sales campaigns. 


Norbert Felix, Manager | 
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THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK z 
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Perfectolite 
Display 


95 


Size Outside 
10x13 inches 
Depth 5 inches 


Its a mirror eh 
“when thelightis out. RAMEE) vse 


Agents 
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You can now put all your MOVIE SLIDES that you used in Moving Picture Theatres to work 
again either in your window or counters. Operates on any electric socket—flashes in and out— 
nothing to get out of order—operating cost less that a nickel a day. Special slides made up to 
order from your own copy and pictures, $1:25 each, Artistically designed—beautifully hand colored. 


Perfection Slide & Pictures Corp., 79 Fifth Ave., New York 





MESSMORE & DAMON, Inc. 


Manufacturers of Highest Grade Paper Mache 
404-408 WEST 27th STREET = - NEW YORK CITY 


Eivissct sca ratatsast sree secastiestetit tates || 


pasttataassal 
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9’ 3” Long from tip of tail to nose and 4’ 10” High to top of head. 
This animal is covered in hair cloth to give it a realistic appearance. 
It works its eyes, ears, neck, tail and mouth. 





9’ 6” Long by 4 6” High. 


It works its eyes, ears, mouth and neck. It is painted in natural colors. 
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